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TheBestSchool 


EIGHTH WEEK. 


CASH between now and December 31, 1903, may 

receive PRINTERS’ INK for the term of one year, or 
extend his present subscription for the same length of time. 
This special offer is good only during the time specified and 
No Longer. It is made for the special purpose to enlist as 
new subscribers young men and women who are contemplat- 
ing to study the art of advertising and the writing of adver- 
tisements. PRINTERS’ INK is a weekly journal for advertisers, 
and the best of them all. A weekly issue constitutes a weekly 
lesson which can be studied and digested at Home without 
the slightest interference with present occupation. A year’s 
reading of PRINTERS’ INK gives any one with the ability of 
becoming an advertising man more practical, common-sense 
instruction than any so-called course by mail for which a 
much higher tuition fee is charged. 

The reading and careful study of PRINTERS’ INK has not 
only been a stepping-stone, but the very making of many young 
men who now occupy well-paid and responsible positions in 
the advertising and publishing business. 

There is no other advertising journal that treats publicity 
in the same comprehensive and practical way. There is no 
other advertising journal which spends so much money, time 
and effort to obtain and gather from practical business life 
the facts and experiences, the successes and failures of those 
who are daily engaged in advertising. No young business 
man can read PRINTERS’ INK and not become an abler busi- 
ness man for doing so. It’s a journal of highest excellence 
and it should be read and studied in every modern business 
office in the. United States. Sample copies ten cents. 


AE ONE sending the amount of THREE DOLLARS 
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STOCK BROKERS’ ADVER- 


TISING 


In a series of articles entitled 
“Gold Bricks of Speculation,” 
published in the New York Com- 
mercial, John Hill, Jr., a Chicago 
broker who has spent ten years 
fighting bucket shops and other 
illegitimate forms of speculation 
on the stock, cotton and produce 
markets, says that the people of 
the United States contribute fully 
$100,000,000 yearly to “get-rich- 
quick” and other species of ques- 
tionable investments. Advertising 
is the mainstay of these schemes. 
One-fifth of their earnings, or 
$20,000,000, is paid annually for 
newspaper space, with an equal 
sum for postage and literature. 
While the schemes range from oil 
wells to diamond fields, the great- 
er number are based on specula- 
tion in stocks or produce. 

This leads up to an interesting 
field of thought. While bucket 
shops and swindlers are free to 
advertise as much as they please, 
restricted only by publishers who 
censor their copy, the legitimate 
broker on almost any of the large 
exchanges has his hands tied when 
it comes to promoting legitimate 
trading through modern advertis- 
ing. If the public knew more 
about the true functions and oper- 
ations of the great exchanges 
there would be Jess credulity for 
the swindler’s rosy pictures of sud- 
denly acquired wealth, for the 
schemes of these gentry, promoted 
through wide advertising, are all 
addressed to the small investor 
and based upon the knowledge 
that he is ignorant of legitimate 
investments. The New York 
Stock Exchange will not permit 
one of its members to advertise in 
any way save by means of the 
most formal business card in 
newspapers or magazines. No 
broker is permitted to employ a 
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solicitor, either on salary or com- 
mission, to issue market letters, 
nor to send out advertising liteta- 
ture or personal letters that will 
be in any way educational. Prob- 
ably nine-tenths of the exchange’s 
business is speculative, with the 
remaining ten per cent represent- 
ing such trading in stocks as 
would naturally arise were specu- 
lation prohibited. Yet the officers 
of the exchange will not permit 
brokers to compete with the get- 
rich-quick concerns, and the lat- 
ter, holding full sway in the field, 
get practically all the money of 
investors who do not know the 
methods of the legitimate ex- 
changes. Few brokers of this ex- 
change believe in live advertising, 
it is said, as few know its possibil- 
ities for their own profit and the 
public good. About a year ago a 
young firm of brokers belonging 
to the New York Stock Exchange 
began to send out literature ex- 
plaining the mysteries of legiti- 
mate speculation, but their adver- 
tising was suddenly stopped by 
order of the directors. 

The Consolidated Stock Ex- 
change (New York) has the fol- 
lowing rule: 

Any member of this exchange who 
advertises in any newspaper, magazine 
or other periodical, except in the form 
of a plain business card, shall be deemed 
~ of an act detrimental to the wel- 
are and interest of the exchange. 

The Consolidated is more liberal 
than the New York Stock Ex- 
change, however. It permits brok- 
ers to send out solicitors, while 
the censorship of advertising liter- 
ature is not so strict. It-also per- 
mits market letters, which have 
heen a productive form of. adver- 
itsement for brokers on the produce 
exchanges. A very active young 
firm of brokers belonging to the 
Consolidated Exchange has devel- 
oped a system of advertising 
through circulars and literature 
the past year. Besides booklets 
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describing methods of trading on 
margins, puts and calls and simi- 
lar matters, the firm frequently 
mails excerpts from the financial 
papers showing the state of the 
market. A monthly journal is also 
issued by this firm. This exchange 
is really ahead of its members in 
the matter of advertising. Brok- 
ers seem to go upon the assump- 
tion that rules in the parlors of 
conservative bankers—“The pub- 
lic knows where we are, and when 
it needs us will find us.” 

“The era of prosperity which is 
now at its height has put money 
into the hands of people who 
never had it in appreciable quan- 
tities before,” said a broker re- 
cently. “Much of it has gone into 
flimsy advertised schemes, and 
largely because the exchanges 
have never taken the trouble to 
educate the public. Advertising 
pays in the brokerage business. 
Even formal business cards in the 
papers bring some returns, while 
the dullest circular that really ex- 
plains the workings of the ex- 
changes produces results. If the 
same sort of advertising that is 
used to promote other lines were 
put out by a brokerage firm, that 
firm could build up a_ business 
larger than anything yet known in 
Wall street.” 

Advertising has been used to 
better effect by brokers of the Chi- 
cago Board of Trade. The young, 
progressive element in that city in- 
troduced methods of newspaper 
advertising so radical about a year 
ago that measures were taken to 
suppress them. A ban was put 
upon advertising that contained 
predictions as to the probable 
course of the market, and some of 
the firms that had filled large 
spaces in Chicago dailies were 
forced to confine themselves to 
simple business cards. 

Against this conservatism there 
is the bucket shop and the unat- 
tached promoter of every sort of 
“scheme” investment. These work 
under no restrictions. The vast 
sums of money that they have won 
from the public in the past few 
years show that the legitimate ex- 
changes by no means cover their 
fields. With aggressive advertis- 
ing along educational lines by le- 
gitimate brokerage houses the 


public could be safeguarded, while 
these immense sums would be 
brought to bear in real industrial 
development instead of disappear- 
ing down mythical gold mines and 
oil wells. Advertising of an ener- 
getic kind to teach investment 
possibilities rather than the specu- 
lative sides of the exchanges 
would unquestionably have its ef- 
fect in the absorption of the “un- 
digested securities” that have been 
so big a factor in the financial 
world lately. 
—_———+oo —— 
DOG-DAY DOGGEREL. 
(With apologies to the Force Food 
Company.) 
Jim Dumps—you’ve heard the name 
before— 
Thought he’d start a grocery store. 
Poor jim, he didn’t have a cent, 
So who was ’going to pay the rent? 


The store comes first, the groceries 
next, 

The rent comes last, why be perplexed? 

With credit good the lease was signed, 

And Jim on “Force” for breakfast 
dined. 


The store was swell, the goods O. K., 
Yet no one seemed to come Jim’s way; 
un simply couldn’t understand 

Why people lent no helping hand. 


Till one bright morn, what do you 
think? 

A paper came called “‘Printers’ INK.” 

Said Jim: “B Jove, it’s put me wise, 

I’m ‘forced,’ 1 en to advertise.” 


With pen in hand, Jim wrote an ad 
That brought the biz’ and made him 
glad. 
im’s pockets now are full of chink, 
¢ simply dotes on “PRINTERS” INK.” 
“*Get-the-habit.”’ 
Atuur D. Ferris. 


a 
DEPARTMENT STORE AD ILLUS- 
TRATED. 





IMPORTED HOSIERY. 
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Little Lessons in Publicity—Lesson 5. 


Be Sure You Are Right 
Before You Go Ahead 


“In making a journey, if a man take the wrong road he 
must make the journey over again.” 

In outlining your advertising campaign for the following 
cities, don’t take the crossroads. Look to the signboards and 
take the road that leads to success. Advertising success is 
reached through the columns of high-grade home evening dailies. 


THE NEWARK NEWS 


takes the advertiser straight into the homes of pr&ctically all of the purchasing 
classes in Newark and its wealthy residential suburbs. It is the beaten path 
to advertising success in this wealthy territory, THE NEWARK NEws has a 


Sunday edition, 
THE MONTREAL STAR 


gives a passport to American advertisers into 56,000 English homes every 
evening. It is the straight road to advertising success in Montreal and the 
Dominion of Canada, 


THE MINNEAPOLIS JOURNAL 


takes the advertiser into more than ninety per cent of the homes of the pur- 
chasing classes of Minneapolis, Its circulation of 57,000 means that number 
of homes reached—not penny street sales. Don’t be led into bypaths by 
ridiculous claims, 


THE WASHINGTON STAR 


has entree, at the eventide, to practically all the homes at the Nation's Capital. 
Don’t try to reach the homes of Washington through the columns of any other 
medium; the straight and only way is by the use of THE EVENING STAR. 


THE BALTIMORE NEWS 


at the gateway of the South, takes the advertiser into the parlors or libraries of 
the reading public of Baitimore. THE NEws’ course has always been straight. 


THE INDIANAPOLIS NEWS 


is the Bee Line to practically every home in Indianapolis and to the home of 
almost every prosperous farmer in Indiana. For over a third of a century 
THE News has had the right of way into Indiana homes. 








Don’t take the wrong road. It is tiresome, it is expensive, 
it is foolish. Follow the beaten paths of the successful adver- 
tiser—they are safe signboards. 

M. LEE STARKE, 
hees voudies. Mgr. General Advertising. Temoue 
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ADDRESSING. 


The number of inquiries re- 
ceived by the Little Schoolmaster 
regarding methods of addressing 





envelopes, 


folders and wrappers 
indicate that many advertisers are 
somewhat in the dark concerning 
the most modern and inexpensive 
ways of performing this work. 


Writing addresses by hand is 
nearly obsolete among progressive 
firms, as the cost is seldom less 
than $1. 50a thousand. Typewriting 
is nearly as costly. The envelopes 
in which PRINTERS’ INK are mailed 
are addressed on a device known as 
the Wallace Automatic Address- 
ing Machine, made by Wallace & 
Co., 29 Murray street, New York. 
Besides speed this method offers 
other advantages, the most valu- 
able being the method of filing 
names by the card system, either 
alphabetically, geographically or 
by classes. When names and ad- 
dresses are received they are type- 
written on a small piece of tough 
parchment four by two inches. This 
parchment slip is protected by an 
oblong frame of heavy cardboard. 
The typewriter used is of standard 
make, equipped with needle type, 
which perforate the name and ad- 
dress in the parchment. The 
parchment stencils are filed away 
in boxes holding about 500, and 
when needed for addressing pur- 
poses are put in a machine which 
takes a pile of 500 and prints the 
addresses one at a time on envel- 
opes or wrappers, the printing 
being done by means of a rubber 
roller which forces tiny dots of ink 
through the perforations. Wrap- 
pers may be fed from a roll of 
paper, and cut after being ad- 
‘dressed. Envelopes or folders are 
fed one at a time. The machine 
is operated by power, and may 

run by a boy at the rate of 
100 per minute, or 6,000 per hour. 
The parchment stencils may be 
used over and over, and with 
proper care are practically inde- 





structible. Stencils cost from $2, 50 
to $3.50 per thousand, cards in- 
cluded. Addressed postals, en- 
velopes and wrappers are entirely 
legible, as may be seen by the ac- 
companying reproduction above, 
Legibility is likely to be a variable 
quantity with hand-written ad- 
dresses, while each time a list is 
copied there is a margin for errors, 
Wallace & Co. furnish three kinds 
of service. First, the machines 
are sold outright to those whose 
needs justify purchase. Second, 
they are leased. Third, the firm 
takes the mailing list of a publish- 
er. or advertiser and _ furnishes 
therefrom sets of addressed wrap- 
pers or envelopes as ordered. The 
cost of the latter service is about 
seventy-five cents per thousand, 
though likely to be less or more 
according to nature of work. An 
advertiser can keep his own sten- 
cils, sending them to the firm each 
time they are used, or leave them 
with the company. In either case 
proofs of the lists are kept in both 
places, so that in event of fire 





MACHINE SET FOR HAND-FEEDING; 
ATTACHING THE CUTTING DEVICE WRAP- 
PERS MAY BE ADDRESSED AUTOMATICALLY 
FROM A ROLL OF PAPER. 


BY 


names are not lost. In a space 
40x50x24 inches can be _ stored 
100,000 stenciled names. This sys- 
tem has quite suppianted all the 
old mailing devices among pub- 
lishers where type was used. 
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GLADSTONE@ 
England’s Grand Old Man, once truly said : 
“ Nothing except the mint can make money with- 
out advertising.” 

And to advertise and make money the best 
medium to use in Toronto is THE STAR. 

Tue Star has proven this so thoroughly that 
it now publishes more general advertising than any 
other paper in Toronto, morning or evening. 

Taking the past four months, the advertising 
carried by each of the Toronto dailies was : 


STAR, . . 77,875 in. NEWS, 65,610 in. 
GLOBE, . 71,690 “ MAIL, 63,400 *‘ 
TELEGRAINI, 66,985 “ WORLD, 60,530 ‘ 


Tue Star has a sworn average daily circulation 
of 21,500 ; on special days it reaches 30,000. 


ROLL OF HONOR. 


Among newspapers distinctive in 
their respective fields for known 
circulation, Printers’ Ink of New 
York gives The Toronto Star 
rominent position in its “ Roll of 
Gene.” t is the only Toronto 
paper on the roll. 


Toronto Star 


109 Yonge Street. 
Foreign Agents; THE CHAS. T. LOGAN SPECIAL AGENCY, 
Tribune Buildings, 
New York and Chicago. 
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In response to the weekly ad contest, now in its forty-fourth 
week, forty-six advertisements were received in time for report 


in this issue of PrinTERS’ INK. 
The one reproduced here was 
deemed best of all submitted. 
It was sent in by Harry S. Mc- 
Neily, 2384 So. Boulevard, New 
York City, and it appeared in 
the New York Outlook of Oc- 
tober 10, 1903. A coupon was 
mailed to Mr. McNeily, as pro- 
vided in the conditions which 
govern this contest, viz.: Any 
reader may send an ad which he 
or she notices in any periodical 
for entry. Reasonable care 
should be exercised to send what 
seem to be good advertisements, 
Each week one ad will be chosen 
which is thought to be superior 
to every other submitted the 
same week. The ad so selected 
will be reproduced in PRinTERS’ 
Ink, if possible, and the name of 
the sender, together with the 
name and date of the paper in 
which it had insertion, will also 
be stated. A coupon, good for 
a year’s subscription to PRiNnT- 
ERS’ INK, will be sent to the per- 
son who sends the best ad each 
week. Advertisements coming 
within the sense of this contest 
should preferably be announce- 
ments of some retail business, 
including bank ads, real estate 
ads, druggists’ ads, etc. Patent 
medicine ads are barred. The 


sender must give his own name and the name and date of 





‘Chat HEATH 








built 


Two years ago Alexander Heath, of 
Boston, determined that there should 
be more subscribers for 


The Saturday 
Evening Post 


in that city and its suburbs than in any 
city in the country. He wanted to build 
a new home and determined that. The 
Post should pay for it. Both results 
have been accomplished. Here is the 
home — paid for entirely through work for 
that magazize. 

What he accomplished you can duplicate, 
The publishers are ready to announce the 
greatest offer ever made for work for Tue 
Lapies’ Home Journat and THe SaTuRDAY 
Eveninc Post. In addition to a liberal pay- 
ment for every subscription or renewal secured 


$50,000 


will be given to 3,000 
Persons 


this winter—a part eacn month—just as an 
extra incentive to good work. No experience 
necessary; no expeuse involved, Write for 
full details, 


THE CURTIS PUBLISHING COMPANY 
624 ARCH STREET 
Philadelphia, Pennsylvania 





the paper in which the ad had insertion. 
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The American Newspaper 
Directory for 1903 shows 


THE | 


Pirtssure Press 


to have a larger circulation 





than any other newspaper 


published ia Pittsburg. 


C. J. BILLSON, 
Manager of Foreign Advertising, 
NEW YORK AND CHICAGO. 


a 
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SELLING MERCHANDISE. 
By L. Scott Dabo. - 





The chief problem of any manu- 
facturing business is to sell the 
goods. The effort to produce the 
best or something better than a 
competitor has become a purely 
mechanical affair; but the effort 
to sell the product, no matter how 
good, is the most serious problem 
confronting the manufacturer. 

There are two departments in a 
modern manufacturing concern 
beside which all others—not for- 
getting the practical producing de- 
partments k into comparative 
insignifican@éé. These are the staff 
of salesmen and the advertising 
office. In reality the salesman and 
advertising manager are the kings 
among the nominal kings, their 
employers. ‘Every one has heard 
the tale of Mr. Levy, the cloak 
manufacturer, who on coming into 
his office discovered the star sales- 
man, just returned from a West- 
ern trip, seated in his (Mr. 
Levy’s) chair, his feet upon_the 
desk, idly smoking a cigar. Upon 
remonstrating with him for vio- 
lating the sanctity of his private 
office, he was met by a volley of 
oaths, uncomplimentary names and 
the stated intention of sitting 
where he “damn pleased.” The 
manufacturer went to his partner 
in a highly indignant mood, in- 
tending to recommend the sales- 
man’s discharge. For answer he 
was shown the’ record of the sales- 
man’s last trip. Levy slapped his 
partner’s back—“Abe, Seller’s all 
right; he can call me all the bad 
names he likes, smoke in my office, 
spit tobacco juice on the carpet 
and do anything else he pleases so 
long as he continues to sell goods 
like that.” 

Of course this is an exaggera- 
tion, but the principle is neverthe- 
less true. Manufacturers have no 
difficulty in securing the best of 
help to fill up their shops and pro- 
duce good goods, but unless the 
right salesman is on hand to dis- 
pose of them against acutest com- 
petition, the best product of mill, 
loom or machine will rot on his 
shelves like so much fruit stalled 
in a freight yard during a strike. 

As all products tend towards 
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greater and still greater improve- 
ments, competition in future will 
have less to do with quality and 
be governed more and more by 
convenience of markets, methods 
of reaching the public and the abil- 
ity to successfully dispose of 
goods. The actual producer, the 
originator, the designer, as the 
case might be, is not become of 
less importance so much as that 
the salesman has become more 
important still. A good salesman 
can always secure a good situation 
and in most cases name his own 
salary. As a matter of fact, the 
greater his success as a salesman 
the less his inclination to work 
on a salary basis. 

As the relation of salesman to 
manufacturer becomes tighter, the 
former must come in closer con- 
tact with the advertising man. The 
two professions are at the same 
time alike and totally dissimilar. 
They are alike inasmuch as both 
have the same results to work for; 
dissimilar in that one is a preparer 
of the way for the other. The 
more an advertising man knows 
about selling goods, the better is 
he equipped to write up to his pub- 
lic. The best merchandise made 
does not sell itself. The adman 
must anticipate the why of the 
customer’s needs—he must know 
how and where to find the void in 
the public and then proceed to 
prove that that void can best be 
filled by the goods he is advertis- 
ing.- This is the quality which 
tells. Here the salesman takes up 
where the adman leaves off, but 
too often there is a broken link 
at this spot through which many a 
sale — by, and that’s the sales- 
man’s fault. He has either failed 
to keep in close sympathy with 
the adman’s efforts or has ignored 
them altogether. , 

It is in the nature of things for 
the adman and the salesman to 
ultimately come into closer rela- 
tion. Each has knowledge gath- 
ered from his own experience that 
is of incomputable value to the 
other. The effort—the only effort 
—of each is to sell goods: no other 
interests such as the office mana- 
ger or shop foreman have to con- 
sider enter into their calculations. 
Their work may be characterized 
by one word—Mutuality. 
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SOME MAGAZINE STATIS- 
TES. 


With October the monthly maga- 
zines begin to recover from sum- 
mer dullness, and the advertising 
sections show evidences of the 
growth that culminates in the big 
Christmas issues. The following 
table of advertising was compiled 
from the October issues of ten 
monthlies that are most generally 
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Pearson’s (yA) exceeding..... 
Ainslee’s (C) exceeding...... 


75,000 
20,000 





1,727,055 
The ratings are those of 1902. 
Some of the magazines have un- 
questionably grown in circulation. 
Everybody's publishers assert 250,- 
ooo for October. Ainslee’s has, 
perhaps, gained some in the past 
year Owing to change of editorial . 
policy. It would be difficult to 











circulated among all classes of say just how much. any of them 

readers: has gained or lost, or what is 
Pages Total Total Half- Quarter- 

reading pages number vom page page ar 

matter. adv’g. ads. an. ads. , 
112 erie 174 468 89 72 177 130 
160 ee EE Ce eee 162 423 75 70 166 112 
162 Harper's ........-+0- 146 378 80 66 97 135 
128 SOROS os icvovsews 131 340 69 68 85 118 
154 COMNEY  cccodcodeccces 126 317 74 53 82 108 | 
144 Everybody’s ....5...+0» 106 289 56 36 98 99 
102 Leslie’s Monthly....... 103 234 58 41 71 64° 
122 Cosmopolitan 80 235 36 39 69 9! 
104 Pearson’s ........-.-- 66 192 33 23 57 79 
160 RE x dicmevescce 48 137 28 16 36 57 
1,348 1,142 3,013 598 484 938 993 





This table does not include such 
advertising as is done by the pub- 
lishers of the magazines them- 
selves, either in announcements 
for the periodical or advertise- 
ments of their own books. It in- 
cludes, however, the announce- 
ments of other publishers, which 
are arranged on a basis of ex- 
change, and really amount to cash 
receipts. The gross value of this 
advertising, at the page rate of 
each periodical, is as follows: 

Rate per 








ge. Total. 
$385 McClure’s .... $66,816 
500 Munsey’s .. 81,000 
250 Harper’s 36,500 
200 Scribner’s 26,200 
250 Century ..... 31,500 
150 Everybody’ S ceusves 15,900 
280 ON, eo 28,840 
448 Cosmopolitan bested 35,840 
200 Ar 13,200 
175 GREE hh oc aseeva 8,400 

» $2,837 $344,196 


A page ad in these ten maga- 
zines one month would cost $2, 837, 
and according to their ratings in 
the American Newspaper Direc- 
tory would be circulated to the 
following extent: 


McClure’ Do Wiens dsehssadeoedbe 64,629 

OO RE ee ee ere 03,350 
Harper’s (yA) exceeding...... 75,000 
Scribner’s (yA) exceeding. . 75,000 
Century (yA) exceeding...... 75,000 
Everybody’ PFE a 159,455 

re rr. 204,621 
Cosmopolitan (yA) exceeding. 75,000 





the real circulation of Harper's, 
Scribner's or the Century, whose 
publishers have never made a prac-/! 
tice of revealing circulation to the 
Directory. The above figures are 
certainly minimum. The maximum 
might be approximated by adding 
twenty-five per cent for errors, 
natufal increase, etc., which would 
make the estimated circulation 
2,157,568. This is entirely the 
present writer’s estimate, and ap- 
plies to no particular magazine, 
but to the list as a whole. 

October is perhaps as near an 
average month fur the magazines 
as any in the year, the amount of 
advertising carried being midway 
between the heavy winter and 
spring issues and the lighter ones 
of summer. Taking these figures 
as a base it appears that the totals 
for an entire year would stand thus: 


Pages ad’g Total Total 
one year. Value. Cir’lation. 
McClure’s... 2,088 $801,792 4,375,548 
Munsey’s... 1,944 972,000 7,240,200 
Harper’s.... 1,752 438,000 900,000 
Scribner’s... 1,572 314,400 900,000 
Century.... 1,512 378,000 900,000 
Everybody’s. 1,272 190,800 1,913,460 
. | ee 1,236 346,080 2,455,452 
Cosmopolitan 960 430,080 900,000 
Pearson’s... 792 158,400 900,000 
Ainslee’s.... 576 100,800 240,000 





13,704 $4,130, 352 20,724, 660 
At the estimated maximum cir- 
culation this would give a grand 





















12 PRINTERS’ INK. 





total of 25,890,816 copies for twelve Europe and the Orient; automo- 
months. The total number of sep- biles are but slenderly represented 
arate announcements appearing in in comparison with the early sum- 
all these magazines during the mer numbers, while cameras and 
year, exclusive of the publishers’ the implements of sport and relax- 


























own advertising, would be 36,196. ation are not in evidence. It is 
Now, what is this advertising too early to talk of Christmas 
intended to promote? The Octo- gifts. Heating and lighting appa- 
ber issues of magazines contain ratus, fall and winter clothing— 
little of that sort of publicity which these are the only specialties for 
runs during certain seasons. It is October. The rest is staple adver- 
too late for railroads to advertise tising that runs year in and year 
vacation tours, too early for for- out—foods, beverages, soaps, toilet 
eign steamship lines to exploit articles, clothing and so forth. 

. ° o,e 
Mediums and Space for Representative Commodities. 
Table Compiled from October Issues of Ten Leading Monthly Magazines, 
1—Page. 14—Half-page. %—Quarter-page. S—Smaller than quarter-page. 

2—Two pages. 4—Four pages. 
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In the large table grouping rep- 
resentative advertisers, showing 
which magazines each uses and the 
amount of space considered effec- 
tive in those magazines, there is 
room for study. These are nearly 
all experienced advertisers, or the 
business is placed by azencies that 
~know the magazines as well as 
they can ever be known. It was 
=thought before making this table 
that such a computation would 
zshow glaring differences in the 
‘quality of the different periodicals. 
But when the whole ten had been 
gone through it was found that 
~ quality in magazine advertising is 
not so great a factor as even skil- 
“ful advertisers presume. Some of 
the publications carry whiskey, 
proprietary and investment pub- 
‘licity that is refused by others, 
while certain of the higher-priced 
monthlies naturally get a class of 
advertising intended for the book- 
ish or moneyed classes. Taken by 
and large, there are discrepancies 
in the whole list. But the whole 
average shows that ninety-five per 
cent of advertisers who use the 
magazines seem desirous of reach- 
ing as many people as possible, and 
so long as the rate for space is sat- 
isfactory they make few distinc- 
tions between high-priced and low- 
priced monthlies. Foods, soaps, 
toilet articles and such commodi- 
ties are represented in hetween six 
and ten of these periodicals, while 
in few instances is a certain line 





of advertising confined to a small 
list. Quality would appear to be 
more a matter of publishers’ re- 
strictions than any differences in 
class of circulation recognized by 
advertisers. ‘In cases where but 
two or three publications are used 
it is due to the limitations of the 
campaign rather than to prejudice 
against a particular class of maga- 
zines 

The list here considered does 
not bv any means represent all the 
best monthly magazines. But 
others of a general nature—that is, 
printing fiction and appealing to 
men and women equally—have a 
small advertising patronage where 
their circulation is considerable, as 
is the case with the Atlantic 
Monthly, Smart Set and like mag- 
azines. The World’s Work was 
excluded because it published no 
fiction and is distinctly a publica- 
tion for men. Others appeal to 
special classes, as Country Life 1 
America. The large list of wom- 
en’s publications was also exclud- 
ed, and would unquestionably re- 
pa, similar investigation. The 
Ladies’ Home Journal, however, 
comes nearer 4 :ing a general mag- 
azine than any other monthly of 
its class. If men do not buy it 
for themselves they feel safe in 
taking it home to their wives, and 
there is a question whether any 
other magazine catering chiefly to 
women is so well known among 
Comparisons of the above 


men. 
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statistics with the October issue 
of the Journal are interesting. 
The Journal has 108 columns of 
advertising. Its columns are 198 
lines deep. The rate per column 
is $1,000, and per line $6. Of the 
whole mass of advertising 42 col- 
umns come under the column rate, 
representing $42,000, while 66 col- 
umns are line rate advertising, rep- 
resenting $78,408, or a total of 
$120,408 gross, which amounts to 
$1,444,896 in a year. This is be- 
yond question the largest revenue 
received for advertising space by 
any publication in the world. The 
issue contains 21,384 agate lines of 
advertising, or about 94% pages 
of ordinary magazine size. Mc- 
Clure’s contains 39,324 agate lines, 
Munsey’s 36,612, and Harper's 31,- 
996 lines. A column in the Ladies’ 
Home Journal is but 28 agate lines 
less than a magazine page, and 
with position next to reading mat- 
ter may be counted fully as good. 
The October issue of the Journal 
goes to more than 1,000,000 sub- 
scribers and purchasers, or more 
than half as many as are reached 
by the ten monthlies upon which 
this examination is based. The 
rate for a page in the ten is $2,837, 
or nearly three times the Journal’s 
rate for a column, though a page in 
McClure’s and Munsey’s costs $884 
at current rates, and it is not im- 
probable that the next circulation 
statement of these magazines will 
show that, combined, they are now 
issuing one million copies. Other 
interesting comparisons might be 
entered into, but with the material 
here given advertisers can make 
contrasts for themselves. The sta- 
tistics are the result of casual in- 
vestigations, made with no inten- 
tion of proving a theory. As they 
stand they furnish an insight into 
the distribution of advertising by 
men who make publicity pay, and 
suggest the application of such in- 
vestigations to a larger group of 
periodicals. 
James H. Cottins. 
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Ir takes hard work to build a house 
and it’s the lack of it that snoils many 
a good business chance.—White’s Say- 
ings. 





Pretty pictures and smart writing are 
not always good advertising. Some of 
the most humble ads I ever got up paid 
the best.—Seth Brown. 
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The fact that 
The 


Chicago Record-Herald 


Gained 
707 
Columns 


the first seven months of 
this year as compared ‘with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619columns, cov- 
ering thesame period, means 
this : That many new adver- 
tisers are giving the prefer- 
ence to E CHICAGO 
mag -HERALD ** over 
other i news TS, 
and that the old oavartionn 
have found it profitable to 
increase their space in its 
columns. 

















$100 for a Design | 


The MILWAUKEE 
HEROLD on Sept. 
21, 1903, entered 
upon its 50th year. 








An emblem or design is 
desired to typify and .com- 
memorate for the ensuing 
year this milestone in the 
HEROLD’s progress. The 
design must bear the inscrip- 
tion “Our Banner Year.” 
A prize of ONE HUNDRED 
DOLLARS will be given to 
the best design submitted. 
The competition will .close 
on November 10, 1903. 








The Herold Co., Pubs., 





oS Milwaukee, Wis. oe 








PRINTERS’ INK, 


THIS IS THE HIDE THAT 
SCHIEREN TANS 


in this, the ‘‘Dixie’’ Tannery, and 


SCHIEREN 
BELTING 


. suaeh from just such’ sterling hides 
aS this, is uséd wherever power 
watust be tPansltied with réliabil- 
ity*aud economy. 

Do you*use Schieren Belting ? 
YO sprobably would do soit you 
knew how’ good it is. 

Send for our Dixie Belt Leather 
Book 


Chas. A. Schieren & Co. 


80 Cliff Street, New York, U. S. 


This is a reduction of a fulleane ad taken from Power, 
World Building, N. Y.,a trade paper which is conspicuous 
for effective and strikingly executed advertisements. A 
special bureau and a large staff is maintained by the Hill 
Publishing Company to assist advertisers in preparing 
copy and illustrations. 











ROLL OF HONOR PRIZE 
COMPETITION. 


In April, 1903, Printers’ INK 
inaugurated a new department 
called A Roll of Honor. Pub- 
lished weekly in preferred posi- 
tion it lists publications that have 
furnished detailed statements to 
and secured figure ratings in the 
American Newspaper Directory. 
When a publisher has taken tiis 
means of showing that he is will- 
ing to let advertisers know how 
many copies he prints, the Roll 
of Honor enables him to keep his 
publication and circulation rating 
before a large body of advertisers 
every week at nominal expense. 
Such service is to be obtained no- 
where else at any price. Another 
advantage is taat a publisher en- 
titled to representation may, by 
simply furnishing later statements, 
show just how much circulation 
his paper has gained during a cer- 
tain period. Change of copy is al- 
ways free of charge. These are 
some of the advantages of the de- 
partment. There are many others. 

$100 will be paid for the article 
which is deemed the best in set- 
ting forth why every publisher 
entitled to a place in the Boll 


of Honor should make use 0 
the service. 


$50 will be paid for the second 
best article wanted as above. 


$25 will be paid for the third 
best article wanted as above. 


RULES WHICH GOVERN THE CONTEST. 

(1) The article must clearly set forth 
the terms of the Roll of Honor as de- 
scribed in that heading of the first page 
of the Roll of Honor published in every 
weekly issue of Printers’ INK. 


(2) It must give sane reasons why 
the Roll of Honor is a help to those pa- 
pers entitled to a place in it. 

(3) The author of an article so writ- 
ten must have it published in some sort 
of a publication, either in a display ad- 
vertisement, or as an essay. 


(4) The space occupied by such an 
article ont te equivalent to not less 
than five dollars’ worth of space in the 
publication in which it appeared. 


(s) A marked copy of the paper in 
which the article appeared must be 
mailed to the editor of Printers’ INK 
and also a clipping of the same must 
be sent under sealed letter 
marked Roll of Honor Contest, 
editor of Printers’ Ink. 


(6) As an acknowledgment and a 
partial payment of such service, every 


postage 
care 
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contestant will receive a coupon good 
for a cash payment to one year’s sub- 
scription to Printers’ Ink. 


(7) Every week the editor of 
Printers’ INK will carefully weigh the 
merits of each contribution so received 
and choose the one deemed the best submitted 
in that particular week. 





(8) The article so chosen every week 
will be published in Printers’ INK, to- 
gether with the name of its author and 
the mame and date of the paper in 
which it had insertion. 


(9) As a further recognition of such 
an article an additional coupon as de- 
scribed under rule No. 6 will be sent 
to the weekly prize winner and another 
coupon of the same class to the adver- 
tising manager of the paper in which the 
article appeared. 


(10) After the competition has pro- 
gressed what is deemed a far enough 
period—at any rate not later than De- 
cember 9, 1903—it will be closed and 
among the whole number of the weekly 
prize awards the best three will be 
chosen and cash prizes awarded as al- 
ready stated above, viz.: $100 for the 
best article, $50 for the second best ar- 
ticle, $25 for the third best article. 


(11) | Half-tone portraits of the three 
prize winners will also be published in 
the final account of this contest. 


(12) This contest is open to every- 
body. There is no limit to the num- 
ber of articles one may submit as above 
stated, and no bar to the publications 





£ in which they are to be inserted. 


Every young man and woman 
interested in advertising should 
take part, and among the staffs 
of the papers already members 
of the oll of Honor there 
are probably many bright youn 
fellows who can write an excel- 
lent article and one that ma 
land one or two of the cas 
prizes to be paid about Christ- 
mas time, Strict compliance 
with these rules must ob- 
served, otherwise entries may 
fail of recognition. 

This competitior offers to ad- 
writers an opportunity to obtain 
publicity in Printers’ INK that 
money could not buy, as well as to 
have their work passed upon by 
the Little Schoolmaster and his 
pupils everywhere. Mere fine writ- 
ing may have less show than 
rugged, homely expression of 
facts. The chief point to be em- 
phasized is why a publisher whose 
paper is entitled to a place in the 
Roll of Honor should secure rep- 
resentation therein. = 3 

If further information is desired 
address the editor of Printers’ 
INK. 











ROLL OF HONOR PRIZE 
COMPETITION. 


THIRTEENTH WEEK. 


In response to the contest an- 
nounced on the preceding page 
eight articles were received in 
time for report in this issue of 
Printers’ INK. Of these, the one 
reprinted below was deemed the 
best. It was written by J. H. Mor- 
row, of the Blue Ribbon Manu- 
facturing Co., Winnipeg, and it 
appeared in the Winnipeg Mant- 
toba Free Press of September 26, 
1903. In accordance with the rules 
which govern this contest, a cou- 
pon entitling the holder to a yearly 
paid-in-advance subscription to 
PRINTERS’ INK was sent to Mr. 
Morrow when the marked copy of 
the paper was received. Two ad- 
ditional coupons, one to Mr. Mor- 
row and one to the advertising 
manager of the Free Press, were 
sent in accordance with the terms 
ot the competition, after the choice 
for the week Lad been made. Mr. 
Morrow’s effort will now be placed 
on file, and it will have further 
consideration when the time for 
awarding the cash prizes arrives. 
The article as it appeared in the 
Free Press follows here: 


ON THE HONOR ROLL 


The Free Press Scores Another 
Triumph. . 


A Roll of Honor for honest publishers 
is the latest departure in the advertising 
field. Credit for the innovation is due 
to Printers’ INK, an advertising weekly 
issued at ro Spruce street, New York, 
by George P. Rowell & Co., and such a 
recognized authority in this line that it 
is familiarly known all over the country 
as the Little Schoolmaster. The con- 
ditions governing admission are very 
simple, namely, that the publication de- 
sirous of being enrolled must have a 
figure rating in the 1903 edition of the 
American Newspaper Directory; in 
other words, the only papers eligible 
are those which furnish sworn state- 
ments of circulation so that advertisers 
may know exactly what they will get 
for their money. Papers that for rea- 
sons best known to themselves will not 
venture beyond vague generalities are 
debarred, and no money can buy a place 
for them. The Free Press is the only 
paper in the great Canadian Northwest 
appearing'on the Roll of Honor. 

Advertisers are quick to appreciate 
this new list, and no wonder. They are 
business men and have neither time nor 
money to waste groping in the dark. 
Why should not a man who buys news- 
paper space: have as much right to know 
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what he is paying for as a man who 
buys wheat or lumber or land? The 
value of “rings space depends partly 
on the quality of the medium, and partly 
on the number and class of people it 
reaches. The prospective advertiser 
may judge for himself the quality of 
the matter printed in any publication, 
but how is he to know how many possi- 
ble readers he is paying his money to 
reach? He has a right to know this, 
and indeed would be a very poor type 
of business man if he bought space with- 
out this vital information. Buying space 
without knowing circulation is very sim- 
ilar to buying a pig in a poke, only you 
are not sure of there being any pig at 
all. The advertiser cannot count the 
number of papers thrown off the press, 
sent out and paid for. Obviously the 
proper way is for each paper to issue a 
sworn statement in some such form as 
that required by the American News- 
paper Directory and accepted by Print- 
ERS’ INK. The publisher-who refuses 
to issue such a statement and still ex- 
pects patronage must think advertisers 
very gullible indeed, and to tell the truth 
many of them have been open to this 
charge in the past. But unless signs 
fail, the end of this folly is near. 

The advantages to the honest publisher 
of a place in the Roll of Honor are many. 
It puts him in a class by himself, hold- 
ing him up as a publisher who is ready 
and willing to show advertisers what he 
can furnish for the rate he charges. 
No one disputes his rating, for it has 
been accepted by the American News- 
paper Directory, whose thorough and 
conscientious methods are well known 
and depended on, and which, owing to 
the painstaking care shown year after 
year in the compilation of the informa- 
tion presented, has grown almost uncon- 
sciously to be universally recognized as 
the court of final appeal when a news- 
paper’s circulation is under judgment. 

The Roll of Honor is boldly displayed 
fifty-two times a year right in the centre 
of a live journal that is carefully read 
each week by men interested in adver- 
tising, the very class publishers wish to 
reach. 

Being so prominently displayed, easy 
of access and absolutely reliable, it will 
be constantly referred to when a paper’s 
circulation is in question, or to deter- 
mine the most desirable publications in 
a given territory. The use of the Roll 
for reference purposes will certainly in- 
crease very rapidly, and papers not 
found therein will be at a distinct dis- 
advantage. 

Another inducement offered to pub- 
lishers is the privilege of stating their 
gain in circulation for the past month 
or quarter. This concession is only of 
value to papers which are awake and 
making marked progress. For instance, 
the Free Press average circulation for 
1902 was 15,341, while for the first six 
months of 1903 it was 17,429, and for 
August, 19,610, showing that it is alert, 
vigorous and fully keeping pace with 
the growth of the country. 

The educational value of the Roll of 
Honor is very marked. It teaches the 
publisher the value of common honesty. 
It teaches the advertiser to ask questions 
which dishonest publishers find very 
embarrassing and may even resent as 
impertinent. The advertising manager 
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who is responsible for the pening of an 
appropriation is being taught to properly 
appreciate his responsibility in regard 
to the money he is entrusted to spend, 
and to see that he obtains actual value 
for it. 

The Roll of Honor will help honest 
publishers by increasing the amount of 
money invested—not sunk—in advertis- 
ing. When the fraudulent publishers 
who now take the advertiser's money 
without giving value in return are ex- 
posed, and the whole appropriation goes 
to papers which really have the circula- 
tion and consequently are not ashamed 
to make it public, results will naturally 
be very much better than at present. 
And the advertiser who gets results is 
pretty certain to increase his appropria- 


tion. 

Finally, the appearance of a publica- 
tion in the Roll shows that it really be- 
lieves in advertising, and is willing to 

nd a little money itself in this way. 

he Little Schoolmaster probably never 

realized how much good he was going 
to do when he established the Roll of 
Honor. 

The rates for this invaluable public- 
ity are purposely made very low, almost 
nominal, $20.80 for a full year, whether 
country weekly or city daily—if entitled 
to it. No amount of money, however, 
can buy a place in the Roll for papers 
which are not worthy. 


J. H. Morrow, 
With Blue Ribbon Mfg. Co., Winnipeg. 
—-- +o) 
WE ARE ALL CLAY. 
There is no better place for the 
student of human nature than in a 


store and no man to whom it is more 
necessary than the merchant. The store 
keeper who possesses a particular cli- 
entele should learn the desires of the 
people with whom he comes into con- 
tact. He should study not his custom- 
ers merely, but the whole great public 
which goes to make up the world about 
him. The quicker he learns the inner 
mind of the buying public, the sooner 
is he able to compete with other men 
engaged in the same line as himself. 
Knowledge of human nature is as much 
an asset of a store as is a knowledge of 
goods or the ability to keep books and 
manage affairs—Charles Frederick, in 
Michigan Tradesman. 
ee 

Empty boasts make poor filling for 
~ gga newspaper space.—Jed Scar- 
oro. 





There is a Distinct Quality 


in evidence nowadays — maybe 
Note you’ve heard about it. 
Price doesn’t cut so much fi 
erly—people want better goods. 

f you can deliver the right kind of 
goods, I can deliver the right kind of ad- 
vertising. 

Send for my booklets “‘ Szettinc More 
Goops” and ‘*Your Voice Cannot 
Reacn Every Nook anv Corngr oF 
THE Lanp.” 


EDMUND BARTLETT 
ADVERTISING SPECIALIST, 
AMERICAN TRacT BLoG., New York 


re as form- 








PUBLISHER 


If given the opportunity todo so,and The 
ry Comey fails to prove that the 

ALD CITY CIRCULATION ALONE 
of Tue MitwaukgEe JournAt is larger 
than is the TOTAL PAID CIRCULA- 
TION of either of the two other evening 
papers, and that the TOTAL PAID CIR- 
CULATION of Tue Journat is larger 
than is THEIR ADDED TOTAL 
PAID CIRCULATIONS, The Journal 
Company will make ABSOLUTELY NO 
CHARGE for any advertising obtained 
by such representation—So when an 


ADVERTISER 


buys space in Toe Mttwavuxes JouRNAL 
he buys not only more paid circulation 
than he can possibly buy in any other 
single daily newspaper published in the 
State of Wisconsin, but he buys more cir- 
culation at less cost than he would obtain 
did he employ both of the other evening 
dailies. 


STEPHEN B. SMITH, 
Tribune Building, New York. 
C. D. BERTOLET, 

Boyce Building, Chicago, 

















ADDRESSING MACHINES 


No Type Used 








| Our Automatic Addressing Machine | 
SEND FOR CIRCULARS 


WALLACE @ CO., 


27 Murray St., New York. 
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Norse.—Advertisements under this caption are accepted from publishers who, 


according to 


the 1908 issue of the American Newspape 


r Directory, have submitted for 


ng 
that edition of the Directory a detailed circulation statement, duly signed and dated. 
ese are generally regarded the publishers who believe that an advertiser has a right 


to know waar he pays his hard cash for. 


The b 





ack figures | denote the average issue for the 
age in the American 


goer indicated. The light-faced 
ewspaper Directory which con- 


pay the details of the publication’s speenenee. No amount of muney can purchase a place 
tl 


ee list for a paper not entitled to i 


vertisements under this caption ‘will also be accepted from publications to which the 


American pant eg Directory accords the sign (© ©), the so-called gold marks, denoting 


superi 
tion, if entitled as above, t 20 cents 
year, 10 per cent discount if paid wholl 
tions to date show!i: 
a statement in detai 





lor excellence in Coonye A of circulation, 
per line under a YEARLY contract, $20.80 for a i. 
inadvance. Weekly, monthly or qu 
increase of circulation can be made, 

+ properly signed and dated, covering t 


{2 Announcements under this classifica- 


uarterly co: 
per the putilaher © conde 
additional period, in accord- 


ance with the rules of the American Newspaper Directory. 


ALA 


‘ oannictes’ Evening Star. Daily average for 
Fi: 


1,159. Weekly, 2,026, teed (33). 
rst six months, 1903, ane 1,858 guaranteed. 
Birming hom, bw ‘ham News. Daily av- 
erage for nem rst seven months 
1903, 17.898; J yt, aan 1903, 20,1 3 guaranteed. 
Birmingham, Ledger. dy. Average for 1902, 
18,980 (34). Av. Sor Aug., 1905 Aug., 1903, 17,586, guar’t'd. 
Montgomery, Advertiser. Adv Aevtiong Co. Av- 


$ circulation for 1902 10,- 
(@©), weekly qe.sat 77 vik ee (40). 


ARIZONA. 
Bisbee, Review, daily B. Kelley, pub. 
In 1902 no issue less than 1, 250 (46). In 1903 no 
issue less than 1,750. 


Phoenix, ny 7. > oy average for 1992, 
5,820 (47). Logan & ial Agency, N. Y. 


CALIFORNIA. 
Fresno, Morning Republican, daily. Average 
or 1902, 4,644 (61, £. Katz, E. Katz, Special Agent, NY. we 


Oakland, Tribune, e, daily. Average for 1902, 
9,952 (75).’ Tribune Publishing Company. 


San Francisco, Argonaut, weekly. Ave 
for 1902, 15,165 (81). EZ. Katz, "Special Agent, N. 
Daily average 


Diegan Sun. 
W. H. Porterfield, pub. 


m Francisco, Bulletin. R. A.Crothers. Av 
an 1902, daily 49,159, 59, Sunday 47,802 (80). 

n Franetaeo, Call, d’y an and 8’y. J. D. Spreck- 
Po “AY. for 1902, d’y 60,885 60,885, vr. 584 Oh 


an J ose, Evening Herald, Herald, daily. The Herald 
oo ‘average for year end. At end. Aug., 1902, 8,597 (86). 


pian Jone, Morning Mercu b. for ibe, {Stele (86). 
COLORADO. 


ne eeeress Post, daily. Post Print ting and Pub- 
ishing Co. Average for 1902, 82,171 (97). Aver- 
= Sor , 1903, 89,589. Gain, 7,418. 


CONNECTICUT. 
ton won mn eit: son.” aad W.O.Burr. Average 


Meriden, Morni ng Record and Republican. 
Republ’n Pub. Co. "By. av. for 1902, 7.b87 (112). 


New Haven, Palladium, dail ae ‘or 
1902, 5,500 (114). EZ. Katz, "special Agen nee ¥. 

New Haven, Upton. Av. for ye 44 15.881, 
S’y 8,825 (114), EZ. Katz, Katz, Special A yA 


New London, Day, evg. J evg. Av. 1902, 5,198 (115). 
First six months 1903, &, 382: Aug., 1908, &, 750. 


PR ay 1 Bulletin, daily, ann oo. » pub- 
ers. Average for 1 verage 
first siz months 1903, 4,996. . 


on 1908, Pa Fae (oo). (80). 





DISTRICT OF COLUMBIA. 

Washington !-v. Star. ¥t 5 Ev. Star News- 
paper Co. Average 1 for 1 ibe 2.8 748 (© ©) (122). 

National Tribune, weekly. y. McElroy & Shoppell. 
Average for 1902, 104,599 (123). 


DELAWARE. 
Wilmington, Morning News, daily. News Pub- 
lishing Co., pubrs. Average for 1902, 9,485 (121). 


FLORIDA. 
Jacksonville, meyer me daily. Aver. 1902, 
7,018 (128). Average st 6 mo months, 1903, 8,229, 
Pensacola, Journal daily, every morning ex- 
cept Monday. Average for If ‘for 1902, 2,441 (131). 


Tampa, Morning Tribune. dail Tri- 
bune Pab: Co. Average for 1902, a 608 8 cle 


GEORGIA. 
Atlanta, Journal, dy. Av. 1902, 87,828. Semi- 
wy, 84,10. 0b (135). Atlanta Journal Co., pubs. 


Lafayette, Walker Vo. Messenger, weekly. N. 
C. Napier, Jr., pub. Av. for 1902, 1,590 (144). 


AHO. 
Botse, Capital News, dy. and wy. Capital News 
Ptg. » pu Av. 7 Y , 2,512, wy. 2,405 
(151). ‘Av. ist 6 mos., y 2,800, wy. 8,279. 


ILLINOIS. 
Cairo, Citizen, weekly. CitizenCo. Year end- 
ing Dec., 1902, no issue less than 1,000 (161). 


Champaign, pose. In 1902 no issue less than 
1.100 X) and 8,400 weekly (163), Average 
daily issue for July, 1903,1,711. 

Chieago, Ad Sense, monthly. The Ad Sense 
Co., pubs. Actual average fo for 192, 6,088 ae. 

Chicago, American Bee Journal, weekly. 
Actual average for 1902, 192, 7,485 (167). 


cateze*: Baker~’ r, monthly. R 
Clissold. Average for 1 for 1902, 4,050 © } arn. 


ee age. Breeders’ y ant my stock farm,week- 
in == ers ~-ty 2 aS Average for 1902 60,052 
rat 25 weeks, 1903, 66, 740. 


Chicago, Grain Dealers Jou rnal, s.-mo. 
Dealers Company. AV fori90n 4418 (@O) cis), 


Chicago, Irrigation e, monthly, D. H. An- 
derson. Roane 00 tates. ay.” 


asonic Voice-Review,mo. Ave’ for 1902, 
eeo4l (182). For six months 1903, 26,166. 


Chieago, Monumental News. mo. R. J. Haight, 
vod Av. for year end. July, 1902, 2,966 (182). 


a National Harness Review, mo. Av. 
on oe 291 (183). - First 8 mos. 1908, 50. 


Chicago, New Thought, m 
Ella Wheeler Wilcox, 


” Helper. 


ht, monthly, 50c. a year. 


itor. Ave year end- 
ing January, 1903, 29,289 (18s) Since January, 
1908, New Thought prints over 100,000 monthly. 
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Park and Cemetery and Landscape Googenteg. 
mo. Av. for year ending July, 1902, 2,041 (183 


Chicage, Record-Herald. verage for 1902, 
daily 158,424, Sunday 171,816 (166). 

Chicago, Tribune, daily. Tribune Co. In 1902, 
yA (OO) (16). 

we ton, Enterprise, week No ads on pat- 

0 issue since 1895 below ,008 (188). 

+* St. Louls, as Culture. mo. Poultry 
Culture Pub. Co. Average 1902, 6.875 (192). Av- 
erage jirst six months 1903, 14, 8383. 

Evanston, Correct English: How to Use It, mo. 
Average for year continent’ Oct., 1902, 9,750 (194). 
daly S410; weekly 1,538 (208). Ascrage guar: 

jaily wee! (208), verage 

anteed circulation dally for Sor August, 1903, %,006. | p 

Peoria, Star, evenings and Senter morning. 
Actual sworn average for 1902, 28,742 (219). 

Roekford, Register Gazette. Dy. av. for 1902 
5,554, s.-wy. 7,052 (223). Shannon, 150 Nassau. 


INDIANA. 
Evansville, Journal-News. Av. for 1902, ay 
11,910, S’y 11,5608 (244). EF. Katz, Sp. Agt., N. 


Goshen, Cooking Club, monthly. Average for 
1902, 25,501 (247). A persistent ium, as 
housewives keep every issue for daily poet 
Indianapolia, News, dy. Hilton U. Brown, 
mgr. Av. for i Tn we 88 (250). 


rion, Leader, B. Westlake, pub. 
Actual ave; for 190 1 gest *(@57). For year 
ending A 





34, 1903, 
Munefe, Star, d’ ae = Star Pub. Co. 
ending Feb. 1903, d’y 21,468, S’y 16,585. wo 
Notre Dame, The Ave Maria, Catholic warty 
ne. Average for 1902, 25,976 (262) 
Prineeton, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902, i, 20 (264). 
Richmond, Evening Item. Sworn A A, av. for 
1902, 8,124 Same for August, 193, 8, 
South Bend, Tribune. Sworn daily ave 
1902, 4,861 (267). Sworn av. for August, 5,718. 


IOWA. 
Arlington, oe All hom ee ok w. 
F. Lake, pub. Average for 1s for 7902 1, 
Burlin, m, Hawk-Eye, daily. J. 
Av. for 1902, 6,818 (285). June 30, 1903, %, oun 
Clinton, Advertiser, so Bag ee Bros., on. pee 
lishers, Ave for 1902, 10, =. 
largest daily reulation in E in 


Dave rt, Times. Dy. av. 1902 6,882, wt 
1,527 (). Dy av. August, 1903, 8,087. 
guar. more Pm. “double uble of an any Davenport daily. 

ep BBatnee, Cx ital, daily. Lafayette You 
ye coast a verege for “ioe, 24,01 
(293). Besvege fur damn. 1908, $1,011. 


Des Moines. Cosmopolitan Osteopath, month- 
ly. Still College. Average f for 1902, 9,666 (294). 


Desa Moines, News, daily. Aver. 87,118 
(293). Average for July, 1908, 42,828. 


Museatine. Journal, dy. av. 1902 8.712, 
— (315). Dy. av. . 1st 6 months 1903 4,188 
yt Bol. | 526 


ttumwa, Courier. Dy.av. Dy. av. 02 4.491, s. 
ost (319). ‘st 6 mos. 1903, dy. wy 8.-wy. 

w'ly. Carson. 
w'ly 2,.bad ‘(823). 


Sheldon, Sun, d’y and w 
Average for 1902, d’y 486, w 

Shenandoah, Sentinel, tri-weekly. oe 
yonecon. Co, Average for Tor 1902, 8,681 (323). 


Tosents 0, Ly ay yy: as ae 698. 
- - wae alam pon for mf e 


tts Clon virgin he 1902 A... tee 








> 





KANSAS. 


Atehison, Globe, daily. E. Howe. (334). 
pp to prove 5,200 duit Dralion Sor 1903, 


or receipt any advertising bill. 


Girard, Appeal to Reason, week! 
land, Average for 1902, 1902, 195,809 ¢ 


sy J. A. Way- 
Hutchinson, News, d’y ant @yandw’y. W’ ey 
= no issue less than 1, (346). E. Katz, N. 


ka, Western School Journal, educational 
aul y- Average for 1902, for 1902, _— 362). 


Wiehita, le, d 5 1902, d’y 16,- 
SESS? els 8 Pe Snes 


781, w’y 6,67: 
Kaweeny. 
Geverpert, Breckenrid vow 5 oan J. 
D. Babbage. Average for 19 for toon, 2. 4 
Le der. Av. for 1902, roe a.s08, 
wy 2.8 6, Sy ‘Loos wis. G73. £. Katz, 8. A., N.Y. 


Padueah, Sun, daily. gun x ot fe Co. Av- 
i for year ending June, 1! 1,704 (378). 
'y average for September, 1903, 


LOUISIANA. 


New Orleans, nae, daily. R.M. Denholme, 
rwrtye Average for year ending June, 1902, 
9259 (387). Official journal city New Orleans. 


New Orleans, Louisiana Planter and Sugar 
Mfr, wy. In 1902 wo issue less than 8,000 (387). 


The Soutien | Buck, official 2 of Elkdom 
in Louisiana and Mississippi. Av. '02, 2,866 (388). 
MAINE, 

Augusta, Kennebec Journal, d’y and w’y. 

— d’y, 1902, 4,719, w’y 2, 188 ¢ (391). 


angor, Commercial. Average for 1902, daily 
Patt weekly 29,012 (392). 


Lewiston, Evening Journal oer. A 
for 192, 6,640 (@@), weekly 15,255 @ @) (a0). 
B ty = Maine Woods, wi weekiy. J. W. Brack- 
ett. Average for 1902, 5,416 (397). 


Fortiend, Evening Express Avera 
daily 11,181, Sunday Telegram 7,66 


MARYLAND. 


Baltimore, News, daily. Brestag News Pub- 
lishing Co. Average 1908, wise (402), Janu- 
ary ‘to 30, 1903, 44, 


MASSACHUSETTS. 


Boston, Evening Transcript ( (412) Boston's 
tea table paper. Lai : To 


for 1902, 
(397). 


Beaton, Globe, ave’ 

Daily, nly, 196,070, Sun 4 Rice Be IER 
First 1908, dy. 19,2 

Largest ; clveulation in 


Adverti: S' in morning a afternoon 
editions for one price. 

Boston, New © da monthly. 
American Oo., pubs. Average 1902, 21, 1580 (420). 





Beaton, Pilot, every Saturday. Roman Catho- 
lic. Jas. "jeff ffrey Roche, editor. (@@) 


m, Post, dy. Average for 1902, 5t4 358 
y Sor Aug., 1903, dy. iste. 169,- 
520. Largest p.m. or a. m. sale in Ni igland. 


Boston, Traveler. John H. Faber, Rael blished 
18%. Actual ly av h 8, soe. (413). 
For first six months 1903, 


Danvers, Red Men’ n’s Official Journal, § monthly. 
Andrew H. Paton, pub. Average 1! 2.7 
(425). Only official paper for Sor 350,000 conten. 


East Northfield; Record, Record of Christian 
mo, Ay.for yr. ‘¢ Maroh, 1908, 20,541 1 aa. 


@ ~ 
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Gloucester, Daily Times. Average for 1902, 
6,247 (421). First seven jeven months 1903, 6,629. 

Lawrence, Telegram, dai daily. Hy > Pub- 
lishing Co, Average for 19uz, for od 6,701 

Salem, Little Folks, mo me, jurente. 8. E. 
Cassino. Average for | 

Springfie i, Good, Homme » mo. Avg, 
for Fionn. 108,666 (436). For oar end. April, 
1903, 119,000. All advertisements guard nteed. 


Woreester. Evening Post, daily. Worcester 
Post Co, Average tor 1902, 10,55 (439). 


MICHIGAN. 


Adrian, Telegram, dy. D. W.Grandon. Av. for 
> 1 8 — Av. ret 9 mths, in 1903, 8,650. 


Free Press. ‘Average for 1902, dail, 
as sua. tandey 51,260 (450). ad 
Detrolt, Times, daily. Detroit Times Co. Av- 
erage for 1902, 27,657 ( (450). 


Grand Rapids, Evening Press, dy. Ave 
for 1902, 88,216 (456). b). First § mos., 1903, 86,184. 


Grand Rapids, “lerald. | daily. Eugene D. 
Conger. Average for ~ a 20, 156 ( ). Only 


per in city of 
100,000, Average daily tooue, ‘or , th 
year, $a. Se. Advertising rate, 24 cents per 
agate line now~—will be %: increased Ja january, 1904. 
‘son, Citizen, daily. James. O'Donnell, 


Jackso 
pub. Actual average for 1902, 8,887 (461). Av- 
erage for first six months 1903, 4,828, 








Jackson, Prees and Patriot. Dail AM ave 
1902 5,082 (461); for r July and and Aug., crys 


Kalamazoo, Tel h. 02,4: 408,s.-wkly. 
we (462). To Ock 1, us, d. finlas, a. abd, 8 40. 8,414. 


naw, Evening News, d News, daily. Average for 
848 (473). September, 1903, daily 12,889. 


ye Advertiser, weekly. H. T. Johnson. 
No issue in 1902 less than 2, (474). 


MINNESOTA. 
Minneapolis, Farm, and Home, se 
monthly. Ketual average O08, oe 208 (498). = 
ual average July- October, 1903, 74,888. 


we nzeanette, Farmers’ Tribune, twice-a-wee! 
Murphy, pub. Av. for 1902, Pi714 Go. 


Minneapolia, Journal, daily. Journa) Print- 
ing Co. For 1902, 54,628 (495). 


Minneapolia, N. W. Agrict Agriculturist, s.-mo. Feb., 
03, 78,168 (498). 75,000 5,000 guar'd, 5c. agate line. 


Northwestern Miller, weekly. Miller Publish- 
Co, Average for 1902, oF 1902, 4,200 (© ©) (497). 


Minncapelia, Svenska An Amerikanska Posten, 
weekly. Average for 1902, ee mised 


Minneapolis Tribune. W. a. 
Ave for 1 daily, aa.sre T00)' un- 
oy, months to Oct. E 
Batly 3, 686, Sunda 60,598. ait: 1867. 

The only Minneapolis ily 1 fisted im Rowell’s 

American Nerspaper Directory 
that publishes its circulation dows 
to date in ROLL oF Honok, or else- 
where. Tribune is 


St. Paul, News, d Aver. 1902, 80,619 
First 6 mos. 1903 vane. 88,787. ™. 


St. Paul, Pioneer-Press. Daily ave t 
1902 84,151, Sunday 80,986 (506). a 


Winona, Republican and ht and Herald, daily. Aver- 
age 1902, 8,202 (512). Av. past ¢ months, 4,109, 


MISSOURI. 
Daily average for 192, 
1 Pith i wekkly Boe $80 (530). WJ. Sewall, pub. 
Joplin, Globe, daily. Average for wees, 9,414 
(Al), HE. Katz, Special Agent Agent, New York 


Kansas City, Journal, d'y a’ i and w’y. Average 
for 1902, daily 56,876, wee kly 161,109 (541). 


Kansas a ae Implement + J'rn’l. 
Av. Aug., ” 187 9,895, 


Kansas City, World. dail oy. 4 Aver. 1902, 62,. 
O78 (542). First 6 mos. 1903, ¢ 1903, 61,6: 


Mexico, American Farm ¢ Farm and Orchard, agric. 
and hortic., Actual average for 1902, 4,888 
(549). Actual aver. May, June, June, July, 1903, 15,667. 


&t. Joneph, Medica] Herald, month'y. Medical 
Herald Co. Average for 1902,'%,475 (657). 


St. Joneph, 300 8. 7th St,. Western Fruit Grow. 
er,m’ly. Aver. for 1902, 28.287 (557). Rate i5c. 
per line. Circulation 80, 000 copies guarant’d, 


&t. [-gute, Medical Brief,mo. J. J. Law 
A.M,,M.D., ed, and pub. Av. for 1902, 83,058 ( (603). 








National Farmer and Stock Grower, mo. Av. 9 
mos, end. Oct., 03,105,500. 1902, 68,588 (563). 


St. Louis, The Woman's M ne, monthly, 
Women and home. Lewis Pub.Co. Proven aver- 
age for 1902, 908,888. Actual proven average 
Toit Got 9 mos, in 1908, 1,115,766. Commencing 

1903, every ‘issue guaran 


Sull count. Largest circula- 
ae Bee, 600 onion iat in the world, 


MONTANA. 
aeonda, Standard. Daily ave 1902 
Tk 204.072). MONTANA'S BEST NE SP4PER. 


Butte, Inter- Mountain, daily. Inter-Mountain 
Publishing Co Average’ for 1902, 10,101 (573). 





Pe Record, evenin Record Publishing 


Av for 1802, 7,974 (574). Average Jan- 
uary ist to May 3/st, 1903, 10,209. 
NEBRASKA. 


Lincoln, Deutsch-Amerikan Farmer, week 
(500). Av. for year end, April 30, 1903, 144,55 


Lineoln, Freie Presse, weekly (590). Average 
Sor year ending “april 30, 1903, 1 554. 


Lincoln, Western Medical Review, mo. Av. yr. 
endg. May, 1903, 1,800. In 1902, 1,660 (591). 


maha, Den Danske Pioneer. wy. Sophus F. 
Noble Pub. Co. Average for for 1902, 28,47 (604). 


Omaha, News, daily. Ave Aver. for 192, 82,777 
(504). First 6 mos, 1903, aver. 89,068. 


NEW ee 





The one of the 
nine American newspa; the 
circulation of which lutel 

nteed by mertcan 


ay y 

fewapaper Directory. ” Saewrtiay- 
ments go in both morning and evening editions 
Jor one price. 


yy lis, Western Progress, mo., devoted 
ern interests. Av. for 1902, 10,000 (000). 
St. on Di dy. Aver. 1902, 40,0. 
* Brocant aver BS isi. Sf PAUL'S Liha. 
NG NEWSPAPER. 


St. Paul, Globe, daily. Globe Co., publishers. 
Actual average for 1908, 98.825 (5063. 





M h oon. Herb. N. Davison. 
average for th iin 560 (0) Y. Rep., 150 Nassau St. 
NEW JERSEY. 

Pe (Jear endl July 9,7 103, i, 8,08. In 8, ese. 


Fliizabeth, Evening Times. Sworn aver. 1902, 
8,885 (616). 6 mos. 1903, 4,288. 


Elmer. Times, weekly. 8, P, Foster, Average 


| for 1902, 2,085, (616). 
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ersey City, Evening Journal, ay. Average 

x. 1902, 17,582 (619). ist 6 mos. 1903, 18,407. 
Jersey City, Sunshine, mo. J, W. Floridy. 

Aver. tor year ending Jan., 1903, a and 


Newark, Evening News. Eventi 
Co. Av. for 1902, dy. 50,406, Sy.1 thy on 
Newmarket, Advertisers’ Guide,mo. Stanley 
Day, publisher. Average for for 1902, b, O41 (623). 


Plainfield, Daily "Press. A “s. A. L. Force, publish- 
er. Actual average for 1902 z 582 (6%), 


NEW YORK. 
Albany, Journal, evening. Journal Co. Av- 
erage | 16, 109 (634); (634); present, 18,897. 
Aibeny, Times-Union, ever. ene Establ. 
1856. Average for 1902, 25,294 (635, 
Binghamton, Evening Herald, daily. Evening 
Herald Co, Average for 1902, 10,891 (638). 


Buffale, Counter, osouins ae, even- 
ing. W. J. Con verage 1902, morn- 
im 48,818, evening 80,44 $0,401 Gio. 








Corning, Evening Leader, daily. Average for 
1902, 4,064 (647). September, 1903, 5,955. 


Elmira, Ev’g Star. Av. for 1902, 8,255 (651). 
Guaranteed by vit or personal investigation. 
Leith & Stuart, N. Y. Rep., 150 Nassau St 


R———" News, daily. {thaca Publishing Co. 
Average for 1902, 8,116 (658). Av. for Aug , 1903, 
4,281. Leith & Si uart, N.Y. Kep., 160 Nassa’ u St. 


Newburgh, News, a} ay. Av. for 1902/4, 257 (666). 
Guaranteed by affidavit or personal investigation. 


New York City. 


American Engineer, my. R. M. Van Arsdale 
pub. Av. 1902, 8,816 (681). Av. /0 mos, '03, 8,745. 


American Machinist, "he. machine construc. 
(Also Europeaned.) Av. 1 18,561 (© ©) (670). 


Amerikanische Schweizer 2 Zeitung, w’ Swiss 
Pub. Co.,62 Trinity pl. Av. for 1902, ne © (671). 


Automobile Magazine, month} , 
Press. Average for 1902 8,750 ( 


Baker’s Review, monthly. W. R. ies Co., 
publishers. Average for 1902, 8,088 (686). Arer- 
age for first six othe end. July 34, 1903, 4,416, 


Benziger’s Magazine, family monthly. Ben- 
ziger Bros. Average for 1902, 28,479 (686). 


Caterer, monthly. Caterer Pub. Co. (Hotels, 
Clubs, and high-class Rest.). Average for year 
ending with August, 1902, 5,888 (687). 


Cheerful Moments, mouth. Geo. W. Willis 
Publishing Co. Average for for 1902, 208,888 (687). 


Clipper. weekly. Frank Queen Pub. Co., Ltd. 
Average for 1902, 26,844 (@ ©) (673). 


Delineator, fashion mo. Butterick Pub. Co., 
t. 1872, Av. 1902, 721,909 (688). Act. av. 
cire’ afer 6 months ending June, 1903, 876,987. 


Electrical Review. weekly. Electrical Review 
Pub. Co. Average for 1902, or 1902, 6,212 (© @) (674). 


nanos and ~ Mining Journal, weekly. 
Est. 1866. Average 1902, 10,009, (©) (674). 


Forward, daily. Forward Association, Aver- 
age for 1902, $1,709 (667). 


ank Leslie’s Popular Monthly, Mag 3 Leslie 
Publishing House. Actual os for 1902. a 621 
. Present average, 229,100 copies per month. 


Hardware, hee arg gpeenge for 1902, 
8,802 (683); first half 1903, 9,1 862 


Mornt Telegraph, dail: h, daily. Daily Telegra: 
Co., pubs.” Averene ‘or 1902, bs, 228 (668). a 


wn ic Trade Review, putes = and art week- 
Aver. for 1902, 6,452 (677 














Pharmaceutical Era, weekly, pharmacy. 
Haynes & Co., pubs., 8 Spruce 8 Spruce street. (© ©) re. 


Pocket List of Railroad flroad Official 8, oy. Railr’ds 
& Transp. Av. 02, 17,696 (702) ; av. 03, 17,992, 


Police Chronicle, weekly. Police Chronicle 
Pub. Co. Average for 1902, for 1902, 8,650 (6 79). 


Printers’ Ink, were A ily. A journal for advertis- 
ers, $5.00 per ofa s A Rowell. Est. 1888. 





Average for | 987 679), 
Railroad Gazette, railroad and caginecrin 
weekly. 83 Fulton street. Est. 1806. (©@) (680) 





The Central Station, month'v. H, C, Cushi 
Jr. Av. for year ending May, 1902, 8,488 on 


The Iron Age, weekly, established 1855 see 
(676). For more than a generation the 
ing al tra in n° the hardware, iron, machinery 
Ort 

Printers’ Ink — ~ a sterlin silver’ Sugar 
Bowl to the Iron Age, in a "Iotlows 

rded Nove mber 20 1904, 
“oy. Printers’ Ink, the Little 


“ Schoolmaster in the Art of 
“ Advertising, to The Iron Age, 


“ ing been nounced the one trade paper in the 
sa * United : ‘ates of America that, taken ail in all 
renders he best nd best 





serves its pu 
” «fon tion with a 8 specified. chase 


The New York Times, daily. Adolph 8. Ochs, 
publisher, 1902 A (© ©) (669). 


Wilshire s Magazine. Gaylord Waeire, ed., 
123 EK. 24d 8t. Act. av. ending Sept., 1902, 46, 000 
(1088). Actual av. first eight mos., ‘tes, 100,625. 


Reoehester, Case and Comment, mo. Law. AY. 
for 1902, 80,000 (715) ; 4 5); 4 years’ average, 80,186, 


Seheneetady, Gazette, daily. A. N. Liect 
Average for 1902, 9,097 (718), Average for 
month of August, 1903, 18,011. 


Utiea, National Electrical Contractor, mo. 
Average for 1902, 2,292 (723). 


Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 1902, 18,618 (723). 


Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher. Average f for 1902, 8,4 8 «7%A). 


Whitehall, Chronicle, wee weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA 


ne on wy wy. In 1902 no issue less 
Obert Aver. first 8 mos. 1903, 6,800. 


NORTH DAKOTA. 
Grand Forks, Normanden, weekly. Norman- 
den Pub. Co. Average for 1902, 4,869 (744). 


Herald, d ¥. for. ote (744). For yr. end. 
July, 08, ehes” ‘ts ‘oste & Maznwell, N. ¥. Rep. 


OHIO. 
Ashtabula, Amerikan Sanomat, w’y. Aug.Ed- 
wards. Average for 1902, 8,558 (7 (782). 


Cineianati, Enquirer. Established 1842. Daily 
(© ©), Sunday (© ©) (761). Beckwith, New York. 


Cincinnati, Phonographic Magazine, mo. 
Phonog. Institute Co. Av. for 1908, 10.107 (704). 


Cincinnati, Trade Rev Review, m’y. pentenate & 
Highlands. av. for 1902, 2,584 (765 


Cinstenatt, Times-Star, dy. Geavenet Times- 
Star Pub.Co Act. aver. for 1902, 1 018 (761). 
Act. aver. for first six months 1908, 147,601. 
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Cleveland, Current Anecdotes (Preachers 
Mag.), mo. Av. year end. Sept end. Sept., 1902, 11.5% nt). 

Goinesbue, Press, dail ye democratic. Press 
or 1902, 24,989 (770). 


Printing Co Actual av. for av. 
Columbus, Sales nt, ‘Agent, montht E. L. Moon, 
publisher. Average for 1902, 4,958 (771). 





Dayton, News, daily. News Publishing Co. 
Average for 1902, 16,520 (773). 


Springfield, Farm and Fireside, agricultural, 

rey eRe 1877. Actual average for 1902, 

1,220 ( saul average for first siz 
aaaile 1903, $40.8 


Springfield, Woman’s Home Com ion, 
household monthly, est. 1873. Actual av. for 1902, 
862,666 (800). feet average for first siz 
months, 1903, 885,166. 


Toledo, Medical mes Surgical Reporter, mo. 
Actual average 1902, 10,917 (802). 


OKLAHOMA. 
Guthrie, Oklahoma State Capital, d 
Average for 1902, dy. 18,806, wy. 21, 


OREGON. 
Astoria, Lannetar. C. C.C.Rosenberg. Finnish, 
weekly. Average 1902, 1,898 1,898 (820). 


Portland, Evenin, ing Telegram, dy. (ex. Sun). 
Sworn cir.’03 (8 mos. ), 17,828. 7,828. In 02, 16,866 (824). 


Portland, Pacific Miner, Miner, semi-mo. Av. im 
ending Sept., 1902, 8,808; first 8 mos. 1903, . 12. 


Portland, Washington Advocate, mo. 
of Washington, pubs. Avg. for 1902, O40 ca 


PENNSYLVANIA. 


Allegheny, American Tourist, mo. Av. year 
= Aug., 120 (878). This paper was former- 
published in Pittsburg,and is now continued un- 
up the name of The American Home Companion. 


Bellefonte, Centre Democrat, wy. soeagoner 
1902, 8,850 (832). First six months 1903, 8,750. 


Coanetiociiie, Courier, weekly. Actual av. for 
= 8,165 (838). The * Courier” has a daily issue 


nce Nov., 1902 ; statement tement upon application. 


Erie, Times, daily. Avera, Average for 1902, 10, 645 
(843). E. Katz, Special Agent Agent, New York 
dy.. No issue for voor 


en Tae arr graph, d; 
Oe’ less DO © (847). Sworn av. 
b> Jue "03, 9 1429." Shannon, 150 Nassau, eT pA 


Philadelphia, American Medicine, Whe Av. 
16,827. 


for 1902, 19,827 (865). Av. March, 1903, 
Frank V. 
‘(@71). 


Patiostciphte, Camera, monthly. 
Chambers. Average for 1902, 6,7 

wenn 0 Tt Farm Journ: al, ,moutiniy. _ 
mer Atkinson Com vera; 


for 1902, 528,127 ( 
the seventh Sugar Bowl to sore Journal with this 


Bee ws, (813). 








nscri; 

auearded June 2th, 1902, 

“ Printers’ Ink, “The Little 
“* Schoolmaster’ in the Art of 
«fee to the Farm 


“ Journal. After acanvassin 
Bre “of wine aa: ae over 4 
“pe of half a r, Bag ay hen 
“those published in tks ited t State |, has been 


7 “Pronounced —- one that best — its purpose 
ond lati —_ ective ye + rconomt 
“ral popul efor as an effective ¢ ith ¢ 
“ through its advertising columns.” 
a nifletelobie. Publie Leder, daily. Adolph 
8. Ochs, publisher. (OO) (86 


Philadelphia, Reformed Church Messenger, 
w’y. 1306 Archst. Average for 192, 8,574 (868): 


Philadelphia, Sunday Saoot p> woot ely. 
e for 1902, 101.815 7 
4, 1903, 108,057. Religious P: _*. yr ne Phila’ 














Philadelphia, ~ 

Bulletin, d. ex. 8. ae gator ee 

‘9 (864) ‘copies daily, 

|. Average for first six 

oe, per da Pp 4 

net pa 

in’ ee reulation ion figures 
are net, dam unsold, re- 

turned and free copies being deducted. No other 

Philadel; ints its net 


VILADELPHIA NEARLY EVERYBODY 
READS THE BULLETIN. 


Pittaburg, Chronicle-Telegraph. Aver., 1902, 
67,842 (87 e Sworn statement on application. 


Pitteburg, Gazette, d’y and Sun. Aver. d’y 
1902, 60,229 (876). Sworn statem’t on application, 


Pittaburg, Times, daily. Wm. H. Seif, pres. 
Average for 1902 pas Sees (876), Average first six 
months 1903, 64,8) 


Scranton, Times, every evening. 
Lynett. Average for 1902, oF 1902, 19,917 ( 


Washington, Reporter, daily. John Ls wa 
art,gen. mgr. Average for 1902, 5,857 (889 


West Chester, Local News. dail Ww. BH. 
Hodgson. Average for 1902, for i903; 15,086 (890). 


York, Dispatch, daily. D yr Ane =f 
Co. Average for 1902, 801 ( Average for 
May, 1903, 8,872. 


RHODE ISLAND. 
iy a = Sar Journal, 15.975 «¢ p) (298), 
Sunday 18,281 (@@). Evening 
581, average A ‘ovidence ,-k. Son a 


SOUTH CAROLINA. 
nee gaily, pa ae es. 
verage for < 1 average for 
the first five months of 1903, 6,800 0 copies. 


SOUTH DAKOTA. 
Sioux Falls, 8 Leader. Tomlinson & Day, 
publishers. Actual daily average for 1902, 5,819 
(915). Sworn average for August, 1903, 9,487. 


TENNESSEE. 
Gallatin, Semi-weekly News. In 1902 no issue 
less than 1,850 (923). rst 6 mos. 1903, 1,425. 


Sentinel, daily. Ave 1902, 
Average six months 1903, 9,210. 


pomobio, by ng Appeal, daily, Sunday 
and w , 1902, aily 27,506, Sun- 
day 4,010, we weekly 4 74,818 (927). 


Nashville, Banner, gy 9 AY. ag ot gy ending 
Feb., 1908 16,078 (929) ‘or June, 1903, 19, 
556. Only Nashoilled y eligi le to Roll of 


Nashville, Christian Advocate, w’y. 
& Smith. Average for 1902, 14, 241 (929). 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1902, 1,000 (944). 


Penton. Denton Co. Record and Chronicle, 
w’y. W.C. Edwards. Av. for 1902, 2,744 (945). 


El Paso, Herald. daily. Average for 1902, 
8,245 (946). EH. Katz, Special Agent, New York. 


_ Bae. 2. 


Knoxville, 
7, ZO1 (925). 





onor. 





Bigham 


La Chronicle, weekl a G. 7 Kepple, 
othe Se for 1902, 1,229 ( 


Paris, Advocate, dy. W.N. Furey, pub. /90? 
no issue less than 1,150 (959) ; ‘May, 1903, 1 Mob. 


UTAH. 
Ogden, Standard. Wm. ' 
for 1902, pdaily 4,028, semi- h- - ety Sobl GTO 1 (70 
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ener 0 
VERMONT. onsin Agricuiturist, w’y. Av. for 1902, 
Barre, Times, daily. F. E. Langley. Aver. 1902, 27,618 (108). For yr. dg or. edg. July 31, 1908, $0,800, 
2,854 (914). First six months 13 2,588. iw aupaca, Bost, wooly, Pest Publishing Co. 
verage forl 
VIRGINIA. 


rfolk, D teh, daily. Dail rage f 
19015098 (one Aug., 1908, 8, 494. ieee a. 
WASHINGTON. 


Spokane, Saturday 8 tor, weekly. Frank 
e. Average for 1 1002, 5,886 (999). 


Tacoma, Daily News, dy. Av.’02, 18,659 (1000). 
a 9 mos. 1903, nese. Saturday issue 18,008. 
Dy. av. 190%, 10,986; Sy., 

age wy. ° my wir (1001), | Av. 7 mos, 1903 ex: 


12,500; Sy., 15. eel} 8,500. 
eckwith, rep. Pribune Bldg.,N.¥.4 Chicago. 


WEST VIRGINIA. 
Parkersburg, Sentinel, daily. R.G. Hornor, 
pub. Average or 1902, 2,804 G00). 
News Pub. Co. 


Wheeling, News, d’y and 8’7 

Average for 1902, d’y 5,026, Sy 8,805 (1011). 
WISCONSIN. 

Madison, Amentinn, be Amerika Pub- 
lishing Co. Average for 1902, 02. 496 (1026). 

Milwaukee, Evening Wisconsin, daily. 
Wisconsin Co. Av. for 1902, 2, 20,748 6) oss, 

Milwaukee. Journal, daily. Journal Co. 5 
Av. end, Feb., 903, 29,425 (10 (1029). Sept., $1'004, 

Oshkosh. Northwestern, daily. 

5,902 (1036). First 4mos 1903, 

Raeine, Journal, dai'y. Senet Printing Co. 
Average six months to July 1, 1903, 8,706. 











Av. for 1902, 
0. 





BRITISH COLUMBIA. 
Vancouver, Province, daily. W. C. Nichol, 
publisher. Average for 1902, 5,987 (1051). 


Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (1051). 


MANITOBA, CAN. 
Winnipeg, Der Nordwesten, German > 4 
Average for 1902, 8,161. set ist 9" mos., 1908, 9,1 


Winnipeg, Free aily and weekly. Av- 
erage for 1902, daily iy the841, weekly 0,674 
(1054). Daily, first nine months 1903, 19,504. 


NOVA SOSEEA. © CAN. 


Halifax, Herald, Ev —_ Hom 
Combined average for 1902, 2381 *(1060) 


ONTARIO, CAN. 

Toronto, Canadian Implement and Vehicle 

Trade, monthly. Average for 1902, 5,250 (1087). 

Toronto, Star, daily. Average for 1902, 14,- 
161 (1084), First six months 1903, 20,096, 


QUEBEC, CAN. 
Montreal, La Presse. crime, dally £0,480. 
lisher. Actual average 1902 70,420. 
Average to Sept. ist, 1903, 75, 075 ( 


Montreal, Star, dy.& wy. Graham &Co. Av. 
for 02, dy, 55,079, wy. 121. 418 (1093). Six mos, 
end. May 3/, '03, dy. av. 55,147, wy. 122,157. 


ga No Amount of Money 





a can buy a place in this 








WF list for a paper 


BF not having the 





SEF requisite qualification. 
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A JOURNAL FOR ADVERTISERS. 
t@ Issued every Wednesday. Ten cents a 
om. weg price, five dollars a year, in 
vance. Six dollars a hundred. No back 
“tr Being rinted f. lates, it is al 
pr rom p) w 8- 
sible to issue a new edition of five bomarea, bond 
ies for $30, or alarger number at the same rate. 
= Publishers desiring to subscribe for PRINT- 
ers’ INK for the benefit of advg. ns may, on 
ee. obtain special confident.al terms. 
&# If any person who has not paid for it is re- 
ng PRINTERS 
subscribed in his name. nme yg is stopped 
at the expiration of the time paid for. 


CHARLES J. Zina, 
Business Manager and Managing Editor. 





OFFICES: NO. 10 SPRUCE St. 
London Agent, F,W. Sears,50-52 Ludgate Hill,E.C. 


NEW YORK, OCT. 21, 1903. 


WHILE the number of banks 
soliciting deposits by mail has in- 
creased wonderfully the past year, 
the various campaigns taken up 
have been rather imitative. Good 
results were secured through a 
few widely circulated mediums by 
the pioneers in this field, and those 
coming after have clung to medi- 
ums of the same class—the same 
mediums in a good many cases. 
The full limit of possibilities for 
advertising banking by mail is by 
no means reached. As an indica- 
tion of what still remains to be 
done it may be pointed out that 
hardly any of this publicity has 
appeared in women’s magazines, 
and that where printed in such 
mediums the arguments have not 
been addressed to women in par- 
ticular, but to both sexes in gen- 
eral. 














* * * 


Sexless advertising is not ad- 
visable in such publications as the 
Delineator, Woman’s Magazine 
and Ladies’ Home Journal. Men 
may read them, but the audience 
is made up of women to the ex- 
tent of at least ninety-five per cent. 
Advertising should treat all com- 
modities from their viewpoint. 
Banking by mail appeals to wom- 
en more than men, perhaps. Wom- 
an is often the family’s banker, 
while the lists of property holders 
in any community shows a large 
proportion of women. Banks so- 
liciting a purely local business 
through circularizing and other 
publicity find it well worth while 
to educate women in the value of 
a household or personal account, 
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showing the safety and conven- 
ience of paying by check, the se- 
curity of deposit boxes for jewel- 
ry and papers. Banks soliciting 
deposits by mail will unquestion- 
ably find arguments made direct 
to women of greater advertising 
value than those aimed at both 
sexes. A woman naturally hesi- 
tates longer before sending an in- 
quiry than a man, but after her 
confidence is won it is less easily 
shaken. 
* * * 


Special copy is needed, but more 
than this, there is room for finan- 
cial publicity in a whole field as 
yet untouched by this advertising. 
The use of women’s mediums is 
of more immediate importance 
than copy of a purely feminine na- 
ture, but with the occupation of 
such magazines will come special 
copy. The banking by mail idea 
has been very successful, to judge 
from the persistency with which 
the best-known institutions fill 
space in the few general mediums 
that have become identified with 
this class of advertising. There is 
room for expansion of so good an 
idea, and unquestionably some 
bank is going to attract a large 
number of profitable savings ac- 
counts by the simple means of 
being first to set forth the propo- 
sition in agricultural and religious 
papers, certain of the more widely 
circulated trade papers and some 
of the foreign language papers. 
Nor have the daily and Sunday 
papers as yet been utilized except 
in a local way. Their value as 
general advertising mediums for 
covering the whole country is 
known to general advertisers, but 
probably this would be the last 
field entered by the mail deposit 
banks. It cannot be denied that a 
large proportion of the readers of 
any Sunday paper have ample 
banking facilities close at hand. 
But a good many of them have 
nce: such conveniences, while the 
mail banks are in a position to pay 
from one to three per cent. more 
interest than ‘local institutions. 
These factors are advantages that 
would make such advertising pro- 
fitable, particularly if carried on 
nationally or in a group of densely 
populated States. 








es 








RESULTS ought to prove the 
quality of advertising. 








Tue White Bulletin is a hand- 
some periodical just launched by 
the White Sewing Machine Com- 
pany, Cleveland, Ohio, to promote 
the White Steam Touring Car. It 
differs from most automobile peri- 
odicals in that the uses of the ma- 
chines as a means of long distance 
travel are dwelt upon almost ex- 
clusively, photographs and _ ac- 
counts of such tours being pub- 
lished. 


TELEPHONE pasters ought to 
bring good returns for a small 
outlay. Every office and telepnone 
booth has its card directory on the 
wall, bearing numbers most often 
used in the daily conduct of ‘busi- 
ness. Send a man a handy paster 
with your name and telephone 
number, and he will be pretty cer- 
tain to add it to his card. Chas. 
S. Patteson, special representa- 
tive, Temple Court, New York, 
sends. out a contrivance like the 
old-time election paster, with 
name and business arranged for 
sighabetical classification—thus : 

SON, CHAS. S., 3250 CORT. 

OHIO SELECT LIST, 3250 CORT. 

As one of the little things that 
repay the time and work of print- 
ing and mailing, this idea seems 
fresh and ought to be effective in 
its small way. 











“HoMEspUuN APHORISMS” is an 
excellent booklet from 
Loomis & Co., adwriters, 334 Dear- 
born street, Chicago. Some of the 
aphorisms are good enough to 
paste in a hat: 


A_ dollar in advertising is worth two 
in the bank. A broken promise is like 
a blur on a halftone; it offends public 
taste and sets the critics talking. Begin 
at the beginning when you write ad 
copy—your pet idea first; the crack of 
a whip makes a good ending—none too 
abrupt if you mean business. “A word 
to the wise is sufficient.” Give thanks 
for tke brevity of that remark—some- 
times the rate per agate line is enough 
to stare one out of countenance. Be 
a stickler for the genuine; counterfeits, 
besides being superfluous, often weary 
one. Types properly arranged have a 
language all their 3wn. Who is your 
interpreter? Action _is not bustle, nor 
is bustle action. Better to keep step 
with the drumtaps of a moderate cam- 
paign. Be emphatic, but let your em- 
phasis be tempered with a pinch of 
good nature; it wears longer. 





PRINTERS’ INK. 27 


THE business man who keeps 
out of advertising or stops it be- 
cause it is an expense will eventu- 
ally find it rather expensive to be 
in business at all. 


THE publishers of Leslie’s 
Monthly claim to have received 
two and a half times more sub- 
scriptions to that magazine during 
July, August and September than 
any three months during the same 
period in twenty-seven years. A 
large number come from the farms 
and small towns of the Middle 
West, and the growth is regarded 
as a result of general prosperity. 


THE announcement that Mr. S. 
Keith Evans, formerly with the 
New York Evening Post, is to be 
the new Eastern advertising man- 
ager of the Review of Reviews is 
a signal recognition of the young 
man in business. Mr. Evans is a 
native of Kentucky, and hardly 
thirty years of age. Seven years 
ago he entered the New York field 
of advertising in the employ of the 
Evening Post, and he has been a 
close student of the work in every 
department of that paper, during 
the last two years being in charge 
of financial advertising. He has 
traveled extensively over the Unit- 
ed States, attending conventions 
of bankers and other advertisers. 


THE new paper mill built by the 
Kansas City Star makes that jour- 
nal and the Times independent of 
what is known as the “paper 
trust.” Two companies control 
the news-paper supply of the coun- 
try, it is said. The mill was de- 
signed to circumvent them, and is 
able to make paper so much cheap- 
er than trust prices that it will 
pay for itself in about three and a 
half years. According to an arti- 
cle descriptive of the mill in the 
Louisville Post, the trust price for 
news-paper is $2.37 per hundred 
pounds, while the Star's mill 
makes it at $1.80, or a saving of 
$11.40 per ton. Forty tons are 
used daily, effecting a saving of 
$166,440 in the course of the year. 
This is exclusive of profits paid 
pulp-makers, however. If the mill 
made its own pulp the plant could 
be paid for with the profits of two 
years. 
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ADVERTISING generates business 
activity. 





STRONG impressions usually re- 
sult from the use of strong expres- 
sions in one’s advertising. 


One of the little-noticed oddi- 
ties of the October magazines is 
the page ad of the Cecilian Piano 
Player, made by the Farrand Or- 
gan Co., Detroit, Mich. The de- 
sign is that of a hand holding up 
one of the instruments, and though 
the fact is plainly indicated by the 
description only one reader in a 
hundred notices that the hand has % 
five fingers and a thumb. 


Tue National Agricultural Press 
League will hold its annual meet- 
ing in Cleveland Ohio, on October 
22. Hon. James Wilson, Secretary 
of the Department of Agriculture, 
will deliver the principal address. 
Other speakers will be Charles F. 
Jenkins, of the Farm Journal; 
George B. Briggs, of the Ameri- 
can Agriculturist, and M. J. Law- 
rence, of the Ohio Farmer. H. A. 
Heath, of the Kansas Farmer, is 
president, and Marco Morrow, of 
Agricultural Advertising (Chi- 
cago), secretary. 

A MINIATURE washboard, with 
a fac-simile of the first issue of 
the National Laundry Journal, 
dated February 15, 1879, comes 
from the office of that publication, 
which is still in Chicago. From 
an eight-page sheet containing 
clippings and a serial story, the 
National Laundry Journal, which 
was the first paper in its field in 
the world, has grown to semi- 
monthly editions of 60 to 100 
pages. Charles Dowst, the found- 
er and editor, is now president of 
the National Laundry Journal Co., 
and the concern also carries on 
an extensive business in manu- 
facturing advertising novelties for 
laundrymen. Besides this publi- 
cation there are three other laun- 
dry papers in the United States— 
California Laundryman, San Fran- 
cisco, monthly; American Laundry 
Journal, Troy, N. Y., monthly, 
and ‘Starchroom, ‘Cincinnati, 
monthly. The Canadian Laundry- 
man, monthly, is published at 
Peterborough, Ont. 
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THE appropriation for advertis- 
ing should keep pace with the 
growth of the business. 








THE use ‘of extra space in the 
Roll of Honor for mention of in- 
teresting facts in connection with 
the territory covered by their pa- 
pers is recommended to publish- 
ers. Such an entry as the follow- 
ing, for example, would unques- 
tionably appeal to an advertiser 
consulting the Roll of Honor with 
a campaign in mind: 

Rochester, Democrat and Chronicle, daily 
ond weekly. kochester Printing Company. Daily 

verage for 1902, 82,045; canaey 4,446; 

, 10,821. ‘Rochester is he frat ty in the 


"States in canned goods and seeds, second 
in clothing and shoes. 


These facts are cited by an in- 
formant who has studied statistics 
of the last census. They give an 
impressive, concrete idea of the 
city’s importance to the general 
advertiser. If it were an object 
tu save space the same story could 
be more frugally told by means of 


abbreviations, thus : 
6 Srentate, d. & w. 





mR Pug. oN D.av. ‘908, 902, $8,045; Sy., 24,- 
pS 821. First city ao Sa ee omnes 
i cca, second clothing and shoes. 





ON looking over the average 
medical journal it will be found, 
generally, that medicine and com- 
mercialism go hand in hand, says 
Modern Medical Science, and that 
few medical journals can live 
without the advertisements of 
products that ruin people, the pro- 
fession, and the science of medi- 
cine, as much as the quack adver- 
tisements in the lay press ruin the 
people, and the profession, and the 
legitimate practice of medicine. 
The non-faith in medicine of the 
present day, with all of its unset- 
tled and nihilistic tendencies, is 
due to the advertising pages of 
the medical journals of to-day. 
Too frequently these demoralizing 
advertisements are admitted to the 
reading or body pages, hoping 
thereby to get closer to the adver- 
tiser. They are great factors in 
the upbuilding of a medical fabric 
that is almost ready to fall, be- 
cause it rests upon “hot air” and 
advertisements. Medical editors 
and authorities dare not print 
what they know to be truth of the 
utmost importance to mankind, for 
fear of jealous patrons who might 
lose by it. 











THeEre’s something wrong with 
the business that truth will not ef- 
fectively advertise. 


THe Daily Mirror and Ameri- 
can, Manchester, N. H., is running 
a thirty-one days’ dot contest, of- 
fering $700 in prizes, the first being 
a $275 piano. 


Mr. Davin SCANNELL, advertis- 
ing manager of the Mirror and 
American (Manchester, N. H.), 
called upon the Little Schoolmas- 
ter while on his business trip to 
Chicago, St. Louis and the West. 


TELEGRAPHIC advertising by 
means of messages in lots of 500, 
three to five going to a town, was 
recently suggested by the G. M. 
Parks Co., steam, gas and water 
fixtures, Fitchburg, Mass. It was 
proposed to call attention to cer- 
tain literature sent out by the com- 
pany through this means. The 
Western Union Telegraph Com- 
pany did not see fit to handle busi- 
ness in this form. 


AMONG the new departures noted 
in October magazines are full-page 
ads explaining to the public the 
advantages of the green trading 
stamps issued by the Sperry & 
Hutchinson Co., 320 Broadway, 
New York, and showing the sav- 
ing effected by trading where these 
premiums are given. Tiffany & 
Co. evidently depart from their 
usual custom by advertising clocks 
with plainly printed prices, and the 
latter sustain the contention of the 
Tiffany advertising department 
that the great house really sells at 
prices as reasonable as most of the 
bargain stores, considering qual- 
ity. The advertising campaign to 
attract tourists to the Hawaiian 
Islands, much talked of the past 
few months, has finally begun, and 
full-page ads of rather an indiffer- 
ent sort appear in many general 
mediums. The campaign is un- 
dertaken by the Chamber of Com- 
merce Merchants’ Association, 
Honolulu. Literature is mailed by 
any railroad. Actual pictures of 
Hawaiian scenery would make bet- 
ter material than that now being 
used, and some particulars of the 
cost of a tour to the South Seas 
would make better arguments. 
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Mr. J. A. ECHLIN, advertising man- 
ager of the Wtmnipeg, Canada, /ree 
Press, called upon the Little School- 
master, and PRINTERS’ INK hasn’t 
seen a more enthusiastic pupil in a 
long time. Mr. Echlin reports as much 
prosperity as such a good paper as the 
Free Press deserves. 


THE George M. Savage Adver- 
tising Agency, Detroit, Mich., has 
moved into fine new quarters in 
the Newberry Building, that city. 
L. I. Bromley, of the Free Press 
advertising staff, has resigned to 
take charge of the agency’s out- 
door interests. The firm is com- 
posed of George M. Savage and 
Richard F. Reaume, who have 
been associated in advertising 
nearly twenty-five years. 


THE Chicago Record-Herald is 
the first metropolitan newspaper to 
conduct a department of daily 
agricultural news. From two to 
four columns of live matter of in- 
terest to farmers, stock raisers, 
fruit growers, dairymen and poul- 
trymen are printed every day ex- 
cept Sunday. Much of this mat- 
ter is received by telegraph, par- 
ticularly notable results of farm 
experiments, sales and importa- 
tions of live stock, meetings of 
farmers’ organizations and all mat- 
ters of current interest. The ob- 
ject is to treat all agricultural 
news exactly as any other kind of 
news. All Chicago papers print 
midnight editions that go out on 
fast mail trains and reach Iowa, 
Wisconsin, Missouri, Ohio and In- 
diana before nine o’clock and a 
large territory in all directions be- 
foré evening of the next day. As 
all this vast country is mainly de- 
voted to agriculture, the farmer is 
a man well worth cultivating, and 
his interests demand recognition 
by the newspapers. The Record- 
Herald is the first paper to send 
a special correspondent to the 
meeting of the National Irrigation 
Association, the National Farmers’ 
Congress and similar organiza- 
tions. It has upon its staff some 
of the most prominent agricultural 
writers in the country—men con- 
nected with the government and 
State experiment stations and agri- 
cultural colleges, practical farmers 
and stock breeders. 
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_ A Goon ad deserves a good space 
in a good paper. ‘ 


A. THEATRICAL press agent, Hor- 
ace Barnes, connected with the 
Garden Theatre, Cleveland, has 
been engaged to act as press agent 
for the Hough Avenue Congrega- 
tional Church, of that city. He is 
meeting with success so far as 
getting articles about the church 
published is concerned. There 
seems to be no reason, either moral 
or practical, why the news of a 
church should not be presented as 
attractively as the news of a thea- 
tre, or why it should not have the 
same value as advertising. 

Vincent's Talk is a little green 
four-page “now and then” publi- 
cation distributed in the neighbor- 
hood of the two clothing stores 
of G. N. Vincent, Broadway and 
Twenty-second street, Sixth ave- 
nue and Twelfth street. As a me- 
dium for getting neighborhood 
business in a large city it ought 
to commend itself to others, par- 
ticularly if they can write argu- 
ments like Mr. Vincent’s. Here 
are some excerpts: . 

I say I have the best fitting clothes. 
You say everybody says that. I'll prove 
that my clothes fit. I’ll send two or 
three coats to you by special messenger 
just for a try on. Send your chest 
measure, your address and time to see 


‘ou. 
4 Just from habit a man goes to the old 
place. He’s just as comfortable in his 
clethes now as then. What if the collar 
is too high and the lapel rolls one side 
down four inches, the other two, the 
edges curl out instead of in, the vest 
a little wrong about the neck, the trous- 
ers an inch or two too wide at the 
waist? Only little things. It’s always 
been so, and it doesn’t matter. The 
cloth is good, you know. “I always get 
good cloth.”” Why, man, the only virtue 
in your position is that you have an im- 
mense pleasure to come. A good fitting 
suit that will keep its shape will give 
you more pleasure than a hundred good 
dinners. : 

Between the cloth and the linings 
there is work which is done by hand, 
tedious and costly, for it cannot be 
done hastily and well. In low priced 
suits this work is entirely neglected and 
the coats shrivel and shrink and break; 
the facing seems to loosen and appears 
to be forming a bag. The cloth seems 
all right; the sewing, so much of it as 
oe can see, also appears» all right; 
ut the coat is all wrong. Every man 
who reads this has no doubt had this 
experience. I have sold clothes for 
twenty-five years and have met it many 
times. I have met it, I hope, for the 
last time, for I have mastered it. It 
will not appear in my clothes. 


You would better not advertise 
at all than to advertise listlessly— 
without plan or purpose. 


McElroy’s Home News is an il- 
lustrated monthly store paper of 
eight pages devoted to furniture 
and home decoration. It is pub- 
lished in Youngston, Ohio, by the 
H. L. McElroy Co., and is dis- 
tinctly commendable in its use of 
illustrations, doubtless furnished 
by manufacturers, and its special 
matter, which is of real value to 
the reader. Retailers who wish 
to see what may be done with the 
facilities at their disposal will 
learn much by examining a copy. 


Ir is with peculiar pleasure that 
the Little Schoolmaster announces 
the birth of a “baby” in France. 
La Publicite, a_ sixteen-page 
monthly paper devoted to advertis- 
ing, comes to Printers’ INK dated 
August 15, with the compliments 
of the publishers, P. Raveau & 
Co., 1 Rue de Maubeuge, Paris. 
The sub-title is “Journal Tech- 
nique des Annonceurs,” and in the 
editorial announcement the pub- 
lishers say that the paper is to 
deal with advertising technique, 
aid in its development, act as a 
medium for the exchange of ideas 
between advertisers and publishers 
and protect their interests. Ad- 
vertising as an art is not so well 
understood in France as it should 
be, and the publishers hope to pro- 
mote the welfare of advertisers, 
publishers and the public by en- 
couraging inquiry into its prin- 
ciples, placing it on the basis of 
American and English publicity, 
in which countries advertising 
journals are “numerous, prosper- 
ous and of the utmost service.” 
The first issue is entirely credit- 
able, containing news, criticism 
and miscellany. Several articles 
are translated from English adver- 
tisine journals, and there is a de- 
partment of review in which are 
reproduced specimens of newspa- 
per ads for Nestle’s Food and Sun- 
light Soap. The Little School- 
master of Spruce street extends a 
hearty welcome to the Little 
Schoolmaster of France, and trusts 
that he will find as responsive, in- 
telligent and appreciative a body 
of students. 
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“THERE are to-day men as apt 
in the use of publicity in inter- 
national diplomacy as their prede- 
cessors were in mystery and se- 


crecy,’ says Chalmers Roberts, 
writing of “The New Diplomacy” 
in the English World’s Work. 


“Diplomatists soon came to use 
the inspired or semi-official para- 
graph to test popular opinion. 
This in turn was followed by the 
absolutely false announcement, is- 
sued either to conceal contrary ac- 
tion elsewhere, or to pave the way 
for strong denials in the event of 
too loud an uproar of opposition. 
Even in the Levant and the Orient, 
newspapers, such as they are, are 
now used as a means of instruct- 
ing or inciting or inclining the 
people to the wishes of the gov- 
ernment. Now comes a later de- 
velopment, whereby governments 
make unpleasant communications 
to each other by means of the 
‘semi-official’ or ‘inspired’ para- 
graph in the press. In the recent 
negotiations between Russia and 
the United States in regard to the 
Kishineff massacre this new mes- 
senger was much in use. Thou- 
sands of American Jews sent to 
Washington petitions asking that 
the government take some step for 
the protection, in the name of hu- 
manity, of their co-religionists in 
Russia. The American govern- 
ment made the unofficial an- 
nouncement that it could not ac- 
tivelv intervene, but it might trans- 
mit the petitions to the Russian 
government. Immediately the Rus- 
sian government replied, also 
through the means of the inspired 
press paragraph, that it could not 
under any conditions consent to 
receive petitions from abroad re- 
lating to the conduct of its inter- 
nal affairs; and further that if 
the Americans sent such a petition 
it would be returned to the mes- 
senger. The publication of this 
defiance, both in St. Petersburg 
and Washington, was promptly 
resented by the Americans. Presi- 
dent Roosevelt is said to have per- 
sonally written and given out to 
the press a statement that the 
American government could not 
pay any attention to communica- 
tions through the newspapers, and 
that the petition would certainly 
be treated as at first intended. It 
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was a very amusing battle with 


new weapons and _ undoubtedly 
made precedents in diplomacy, 
even if it was concerned with a 
matter comparatively unimport- 
ant.” 





One good ad after another com- 
pounds business at a rapid rate. 





For its fall book supplement the 
New York Times sent out the fol- 
lowing query to five prominent 
publishers: “Do you believe that 
the sensational advertising of a 
meritorious new work of fiction 
helps or hurts it and its author in 
the long run?” ‘Lhe replies were 
interesting : 

Mr. George H. Miffllin—There can be 
little room for doubt that sensational 
book advertising (atter the manner of 
patent medicines and soap) not only in 
the long run hurts both author and 
publisher, but fails in the first instance 
to produce the results commonly sup- 
posed. 

Mr. Appleton—We do not believe 
that sensational advertising can do any 
harm to a book intrinsically meritorious 
and intrinsically interesting to the read- 
ing public. We are equally well con- 
vinced that no kind of advertising can 
make a great success for any book want- 
ing these qualities. For example, the 
advertising expenditures for “David 
Harum” (of which the sale to date has 
been many hundred thousands of cop- 
ies), was not greater than the amount 
we have expended for several books on 
our list of which the sale has not ex- 
ceeded 10,000 copies each. 

Mr. Doubleday—When you come to 
talk about advertising, sensational or 
otherwise, I can only reply that I know 
nothing whatever about it, but my per- 
sonal opinion is that sensational adver- 
tising reacts eventually. 

Mr. Putnam—I have not before me 

the statistics of sales or of net receipts 
and expenditures of the works of fiction 
which have during the past two or three 
years been pushed into attention, if not 
into demand, by sensational and excep- 
tionally expensive advertising. My own 
house has not found itself interested in 
handling literature in the manner in 
which patent medicines and soaps are 
handled, and we have therefore no fig- 
ures of our own available to check the 
results of these recent and rather ex- 
ceptional methods. It is my impres- 
sion, however, that there is likely to be 
a reaction in the policy of utilizing in 
advertising expenditure as large a por- 
tion of the proceeds (and possibly often 
more than the entire net proceeds) as 
can be secured from the sale of the 
book. 
Mr. Holt—The points of resemblance 
between the advertisements and _ the 
books are increasing all the while. 
Moreover, the number of people making 
literature a business, and the tendency 
of those with whom it is a natural mis- 
sion to turn it into a business, are both 
greatly on the increase. 
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BURYING A SKELETON. 


From 1888 to 1896 inclusive, a 
period of nine years, the accuracy 
ot all circulation ratings in the 
American Newspaper Directory, 
which were based upon a detailed 
statement signed by a publisher, 
was guaranteed by the Directory 
and a reward of $100 was paid to 
the first person who proved such a 
circulation rating to be inaccurate. 
This system of guarantee was dis- 
continued in 1897, after the reward 








had been paid twenty-nine times. 
The papers that had furnished 
fraudulent statements were desig- 
nated by four asterisks, which in 
time came to be spoken of as “the 
badge of sin.” 

The complete list of the papers 
to which the four asterisks were 
originally attached, at a cost to the 
publishers of the American News- 
pape: Directory of $2,900, has been 
frequently printed. 

The 1903 issue of the American 
Newspaper Directory records only 
eight of these papers, twenty-one 
having escaped either by going 
dead or by changing both names 
and owners. 

And now, after a lapse of seven 
years since the payment of the 
last guarantee, the publishers of 
the American Newspaper Direc- 
tory have decided to entirely elimi- 
nate from their book the mark that 
has stood for so many years as the 
symbol for proven dishonesty, and 
which, while the system was con- 
tinued, became a sort of nightmare 
to others, some of whom were 
doubtless equally guilty, although 
fortunate enough to escape being 
found out and exposed. From the 
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forthcoming issue of the Ameri- 
can Newspaper Directory for 1904 
the “badge of sin” will be ban- 
ished. 

THE fake ad solicitor crushed to 
earth is sure to rise again. Be 
ever on your guard. 

—_——_~+~or—__—_—_———_ 

CHKISTMAS advertising should 
be concise and suggestive—sug- 
gestive of goods and prices. 


<o- 





FRANC Is H. LEGGETT, an eminent 
and successful New York merchant, 
employs about six hundred clerks, and 
among them there is not, to his knowl- 
edge, a single college graduate; and 
yet Mr. Leggett, during all the more 
than thirty years of his business life, 
has had an impression that college 
men ought to be particularly valuable’ 
to him and it has beefi his aim to give 
them a preference. He has not, how- 
ever, succeeded in any one instance in 
making a conspicuous success of his 
effort in this direction. He says the 
boy from the New York public school 
comes with the knowledge needed to 
make a good clerk and is able to do 
valuable work the very day of his en- 
gagement, while the university man 
appears to need a teacher from the 
start and not to have the willingness, 
the perseverance nor the quick intelli- 
gence of the younger boy from the 
public school. 





= Seer ear Tee 
THE LITTLE SCHOOLMASTER’S 
CARTOONS OF SPECIALS. 
III. 





Cc. J. BILLSON. 
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AT THE 
SPHINX CLUB 


At the ninth annual meeting of 
the Sphinx Club, held in the East 
Room of the Waldorf-Astoria, on 


Wednesday, October 14, 1903, the 





following resolution was passed un- 


animously: 


Moved by Mr. Artemas Ward and 
seconded by Mr. John Lee Mahin, that the 
thanks of the Sphinx Club are due, and 
that they be hereby given, to PRINTERS’ 
INK for its very valuable services in pub- 
lishing the proceedings and discussions at 
the Club’s meetings during the past season. 
This Club desires also to express to the 
publisher of PRINTERS’ INK its appreciation 
of his able, untiring and successful labors 
on behalf of good advertising and of honest 
circulation statements, all of which it is the 
unanimous opinion of this Club has greatly 
benefited the advertiser, the publisher, the 
solicitor, the printer, and in fact every one 
connected directly or indirectly with the 
advertising business. It is the earnest and 
affectionate hope and desire of this Club 
that the publisher of PRINTERS’ INK may 
long be spared for the prosecution of the 
great work to which he has so unselfishly 
devoted so many years of his life. 
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A Few Unvarnished Facts. 


}HO has not read the alluring ads of the numerous adver- 
W tising schools which now seem to be thriving on every 
hand? But how many (excepting the comparative few 
who have an ‘‘inside” knowledge—usually costing $30 per 
head) realize how very inefficient those courses are ? 

* * * 

The writer is personally acquainted with three people 
who have taken instructions from as many advertising 
schools—one in New York, one in Philadelphia and one in 
Chicago. He has also had the opportunity of looking over 
one of these courses in its entirety (if a few synonyms, some 
thirty incoherent sheets of mimeograph work, a few technical 
printing terms and proofreaders’ marks taken from the back 
of Webster’s Dictionary, and a few senseless personal letters 
may be so styled). After careful perusal thereof he is forced 
to dub the whole thing a farce. 

* * * 


Another instance that comes to mind is the experience 
of a Chicago friend—a nephew of John Adams Thayer, by 
the way—who, in spite of his uncle’s remonstrances, 
began a course in advertising from a Chicago institution, 
I believe the young man in question took just six lessons 
and gave up in disgust, because the seventh lesson required 
him to sit down and guess the names of all the articles the 
average department store carries. All this occurred more 
than a year ago. To-day this young man holds an excellent 
position as advertising man on one of the New York papers. 
If you were to ask him to what source he owed the requisite 
knowledge, he would say, ‘‘Diligent and long-continued 
reading of Printers’ INK, coupled with actual experience, did 


the business.” 
a co a 


It is safe to predict that in five years from now ad- 
schools, as they exist to-day, will have died a natural death. 
Like the ‘‘shaving stones” which sold like hot cakes all over 
the country a few years ago, they lack sufficient merit to in- 
sure permanency. Their life depends largely upon the num- 
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ber of new ‘‘suckers” they can get, and it will not be long 
before everybody will be ‘‘on to the game.” 
* * * 

It is a good many years ago since PRINTERS’ INK came to 
the writer's attention, and he has been a pretty close reader 
of it in the interim. It is unquestionably the strongest period- 
ical of its kind, and its wide clientele of practical publicity 
men attests the truth of this statement far more forcibly than 
any words can. If a man possesses the natural qualifications 
of the advertising man, he will succeed in any event. If he 
lacks them, all the ad-schools in the world could never make 
up for the deficiency—despite their incessant clamor that 
any one can be fitted for this work. 

* * * 

Next to the requisite characteristics, such as the ability to 
write terse, convincing English; the possession of horse- 
sense, tact and analytical qualities, it is absolutely essential 
that an advertising man keep in touch with what other 
people are doing in his line. There is no question whatever 
but that the reading of Printers’ INK will supply this informa- 
tion far more efficiently than any of its competitors. It is 
published weekly and contains far more good reading matter 
per month than any other publication in the advertising field. 
Its air is distinctly ‘‘ professional,” because it represents actual 
experience and plenty of it. We are all learning from day to 
day, and wide reading in one’s chosen field is imperative. 

* * * 

The ad-school’s strongest plea is personal criticism. But 
what amount of criticism could ever make a Shakespeare or a 
Milton? The details of ‘‘style’” must of necessity vary with 
each personality. Ask any advertising man who understands 
his business what he thinks of advertising schools. Then ask 
him what he thinks of Printers’ INK. The chances are 999 
out of a thousand that if you are really in earnest about taking 
up the study of advertising, you will make a three-dollar re- 
mittance (under special offer, good till December 31, 1903,) 
to Geo. P. Rowell & Co. The one advertising man out of the 
thousand who would be likely to speak in favor of the school 
idea would in all probability have one of his own. 

GEORGE AUSTIN WOODWARD, 
Adv. Mgr. of the Dold Packing Co., 
BuFFALo, N. Y. 


Sept. 2, 1903. 
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A JEALOUS ARTIST. 
Hartrorp, Conn., Oct. 8, 1903. 
Editor of PRINTERS’ Ink: 

Hartford is sick at heart because the 
majestic beauty of the City Hall square 
has been bespoiled by the presence of a 
huge sign upon Druggist Goodwin’s 
roof. A toper flaunts his appetite for 
the seductive highball before the gaze 
of those who run and read—that’s all. 
But this has caused the letter writer, 
masking under such appellations as 
“Constant Reader” and “Pro Bono Pub- 
licum,” to get busy and literally flood 
the Hartford newspapers with communi- 
cations decrying the work of the nature 
spoilsmith. The Hartford Park Board, 
which has for one of its members Pub- 
lisher Willie O. Burr, of the Hartford 
Times, laments the fact that its prov- 
ince does not carry to the extent of 
ordering the removal of the cut out 
oard. road 

Artist Charles Noel Flagg has joined 
the number to take their pens in hand, 
and he doesn’t like the technic of the 
artist who works on high. The roof is 
the best location in Hartford, and it is 
said that Druggist Goodwin is to re- 
ceive $700 a year for the privilege, 
while the Wilson whiskey people give up 
$200 a month. The sign is a large 
steel frame and sheet iron one, put up 
to stay all time. The contract calls for 
ten years. The newspapers have edi- 
torially hammered the work of art, and 
the Times deplores its presence and sug- 
gests the horrible possibility of Dr. 
Munyon on City Hall roof, his index 
finger pointing heavenward, or dear old 
Lydia engaged in a Malaproprian dia- 
logue on the subject of good health. 

The Post thinks the atmosphere of 
refinement has been clouded with the 
sign’s presence, and suggests that this 
would be true even if Oxford Bibles 
were heralded and not the product of 
the natural grain. The W. y AR 
is making life varied and anything but 
monotonous for the diminutive apothe- 
cary who sought to get his taxes paid 
each year on his valuable holdings 
through the media of the display. A 
few writers are pleased with the sign’s 
presence, and insist that it marks the 
coming of the up-to-date era. 

The Hartford Courant cannot recon- 
cile itself to such strange doings, and 
adds its quota to the abuse for Wilson, 
synonymous with quite sufficient, and 
altogether the Blue Grass product has 
derived an amount of pure reading mat- 
ter, much of which has been raised to 
the dignity of top of column position. 
The great public looks on without much 
interest aroused and generally with 
eyes glued to the brush wielders who 
quickly spread lead and oil where it 
will do the most Wilson good. 

Following much abuse directed the 
way of the landlord, it 1s told that he 
offered several hundred dollars to be 
released from his contract, but as the 
advertising contractors were prepared to 
spend almost double the money to se- 
cure the site they refused to do this, 
and Hartford will get up mornings and 
go to bed nights with the great power 
of suggestion doing its work and preach- 
ing the doctrine of a ae appetizer 
or an evening night c 
Meanwhile there is “talk of bringing 
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the matter up in the City Council and 
of a boycott on the store of Druggist 
Goodwin. As the sign is on private 
property it is not believed that anything 
can be done, and it is not thought that 
the boycott will affect the drug store 
anywhere in the vicinity of the price 
alleged to be paid for the privilege. 
Yours truly, 
Frep Ervine Dayton, 


—___ +o 

< NATION’S CAPITAL. 
New York, Oct. 9, 1903. 
Editor of Printers’ INK: 

There will be no hard times at the 
nation’s capital. Congress will convene 
about November 9 and will continue fn 
session until next June or July. This 
always brightens up business in Wash- 
ington. As a further preventative, the 
last session of Congress appropriated 
the sum of twenty-five and one-half 
million dollars for government build- 
ings, district buildings, filtering plant, 
etc. With this money in circulation 
every one will be prosperous and the 
city of Washington will present an un- 
usually attractive territory to the ad- 
vertiser. 

In proportion to its population, Wash- 
ington has the largest body of well-paid 
employees of any city in the United 
States. There are 23,000 government 
employees, whose salaries, with those of 
the members of Congress, aggregate 
more than $3,000,000 a month. Wash- 
ington has an annual visiting list of 
over 300,000 of the representative peo- 
ple of America and is rapidly becoming 
the great winter resort city. In addi- 
tion to the government employees, the 
Capital City possesses manufacturing 
and business establishments employing 
over 30,000 well-paid people. A recent 
canvass of Washington shows that there 
is hardly a vacant house in the entire 
city. Washington is the purchasin 
point for a population of 325,000, an 
what is the most interesting feature to 
the advertiser, is completely covered by 
one medium, the Evening Star. This 
paper is delivered into over ninety-two 
per cent of the white homes in Wash- 
ington and Se into 15,000 homes where 
no other Washington daily paper is 
read. The advertiser can cover the 
city with one appropriation, any other 
advertising than that through the col- 
wane of the Star being simply duplica- 
ion. 


AT THE 


Very truly yours, 
M. Lee STarKeE. 





THERE are many dead ones trying to 
do business but classed as deceased for 
the want of advertising.—White’s Say- 
ings. 

— ee 

One advertisement one time is about 
as forlorn as the last cent in a purse— 
and does about as much good.—White’s 
Sayings. 

Ir you know how | to get at the right 
people in the right way, you know 
enough to make your advertising pay.— 
Jed Scarboro. 

—_—__ ++ 

THERE are more people in this world 
who want to do what they can’t than 
there are who like to do what they can. 
—Jed Scarboro, 















my ye under this heading are 3 centsa 
word, subject to approval ‘3 editor. Address 
copy and remittances to Ed fan ODDITY Column. 





acne : draws nigh and need of half- 
urgent. e are prompt. 
STANDARD, 61 ann 8t., N. Y. 


JOHNSTON'S big portal card, Areal oddity 
and a famous business pringsr gamete 
free. WM. JOHNSTON, 45 45 Rose Si 


ARLY issues of f Printers’ Ink ; almost the 
whole volumes one and two can pup 
plied by WM. JOHNSTON, 45 Rose St., N. 


ARTOONS—Publishers ha in mind 

ideas for cartooning loca! politics, etc., 

can get clever drawing at low price. Ad- 
dress “CARTOONS,” 10 ee 8t., N. ¥. 


$1 15 a Pana su) the best 

2 CATCH RASE to forei rom he 
fact tha’ ie experts —- 

ISABEL CASSIDY'S Gowten, om ‘ical Cc 

successor), 18 West 23d St., N. 3. Cy. 

more onesies 1.}. in hair 4 “ng 


‘ac’ chi y, 

than any similar establishment 
d. Contest closes November 1}. 
md —- #-%, you choose, with name 
and address nly written. 


Advertising Agencies. 


There are hundreds o, 
this country. dan 


°. 








manicuri 
in oy wor 











advertising @ eueneies in 
— some val and 
pee f A... oe “and the; 
mig ry serioes fo th ices to man 

vertisers if the fact were a in tbeeneht to to 
the iatter's tion in t U of the Little 


er. 
PRINTERS’ Inx is desirous to start a classified 
ot, Sym ny many sqeneres as may see the 
a card in tf; tative 





en cen 
oot in pearl. Count six wo to the line. 


CHICAGO. 
BANNING ADVERTISING COMPANY—Main of- 


articles of ony ny og who do not ask the 
Banning Company to do so; who Ld articics 
nst which there is moat ral sen- 
timent; who have ample capital to b my as ow 
agree to do, and who value service according to 
its earning power. 


—tor 


NOTES. 


“MascuLine Raiment” is a_ small 
folder from Jacobs & Harris, tailors, 77 
Fulton street, New York. 


A FINE little booklet from the House 
Beautiful, Chicago, shows drawings of 
cottages that recently took prizes offered 
by that publication. 


“RiversivE Press Editions” 
booklet from Houghton, Mifflin & Co., 
Boston, listing the fine limited editions 
that have been published by this firm 
since 1901. 


With * yore rs subscription to the 
New York il and Express, either by 
mail or carrier, the publishers give a 
membership in the Tabard Inn Library, 
which is continued as long as the sub- 
scriber takes the paper. 
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Tue autumn style book of the Hano- 
ver Shoe is an entirely creditable bro- 
chure of twenty- -four pages, sent out to 
the company’s thirteen stores from the 
factory, Hanover, Pa. 


“AN ounce of fit is worth a ee of 
alteration” is the window card of the 
Hub Clothiers, 227 Broadway. In an- 
other window is one reading, “We can 
please all reasonable men—the unrea- 
sonable men can’t please themselves.” 


“Ruymes and Reasons” is a pithy 
cattle and poultry food booklet from 
McCormick & Co., Baltimore, Md. It 
is interesting, of a better mechanical na- 
ture than most literature of its kind, 
and evidently practical in its informa- 
tion to stockmen. 


An effective booklet from Geo. C. 
Salmon, Port Dickinson, N. Y., de 


scribes his original strain of “Yellow 
Kid Buff Cochin Bantams,” and is also 
a handy manual of directions in making 
shipments of eggs and fowls. As a 
general all-around mail booklet it is 
praiseworthy for giving plenty of com- 
mon sense information in a little space. 


From Catesby & Sons, Tottenham 
Court Road, London, comes a packet of 
late booklets for mail order buyers. 
Among the commodities treated are 
autumn gowns for women, carpets and 
rugs, smart styles for men, lamps, 
clocks, electro plated ware, shoes and 
linoleums. One of the most attractive 
pieces is a booklet called “Bargain Bun- 
les,” describing genuine bargain lots 
by mail. 


THE rates and rules ‘of hack and cab 
service in New York are printed in a 
neat folder for distribution to visitin 
buyers and merchants by the Merchants 
Association of New York. Any over- 
charge reported to the association’s of- 
fices at 346 Broadway is investigated, 
and if the cabman is at fault the or- 
ganization conducts the prosecution 
without the personal appearance of the 
complainant. 


A TAILORING house in Berlin, Ger- 
many, is now advertising complete suits 
of paper for $2.50, according to the 
World’s Paper Trade Review. The ma- 
terial is said to be woven of paper 
fibres, is a dull cream color, and not 
much lighter than woolen garments. A 
mail order trade is established. The 
firm sends out booklets with self-meas- 
urement instructions, and considerable 
advertising is done in journals outside 
of the Fatherland. 


One of the foremost publishing slants 
in Caetes is the University of Chicago 
Press, ich issues periodicals devoted 
to educational matters, scientific research 
and philosophic speculation. A new 
quarterly called Modern Philology is an- 
nounced. It will deal with modern lan- 
guages and literature. Other periodicals 
include the Biblical World, the School 
Review, the Astrophysical Journal, the 
American Journal of Sociology, the 
Journal of Geology, the Journal of Polit- 
ical Economy, the American Journal of 
Theology, the Botanical Gazette and the 
American Journal of Semitic Languages 
and Literatures. None of these periodi- 
cals carry advertising. 
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In a large mailing card containing 
statistics of the Canadian Northwest the 
Manitoba Free Press, Winnipeg, says: 
“The American Newspaper Dhirectory, 
ublished by George P. owell & Co., 
Sow York, is the recognized authority 
to which advertisers refer for accurate 
information on the subject of newspaper 
circulation. A reference to the circula- 
tion reports in the American Newspaper 
Directory for 1903 reveals the fact that 
the Free Press, Winnipeg, is credited 
with enjoying a larger circulation than 
that possessed by all the other daily 
newspapers combinea printed in the 
Canadian Northwest. he district in 
—_ embraces all the territory from 
ort William, on Lake Superior, in 
northwestern Ontario, to the Rocky 
Mountains, a distance of over 1,363 
miles, and north and south between 
these points from the international boun- 
dary to Edmonton, the largest town in 
the north, a distance of 350 miles.” 


ed 
Classified Advertisements. 


Advertisements under this head two lines or more 
without di: y, 10 cents y- line. Must be 
han in one week in advance. 


WANTS. 


0 you want a good ad solicitor ! M. GLUCK, 
D sb Broad, Newark, N. J. 


Mort than 2265. fod copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


eco advertising man seeks desirable 
Formos writer of ten years’ ex- 
perience. ee BXECUTI VE,” care Printers’ Ink. 


GPCCRSAFUL, oss convi incing oqmen, employeiiy & 
iv. agenc ants position as mgr. for 
manufact’r. ne ””2 Mason St., Rochester, N. Y. 


you = - of original { igens and ability to 

, catchy ad: ro would accept a 

— or 4 ite up single ads. “K.,” care 
nters’ J 


wieshand NEWSPAPER MEN’S EXCHANGE, 

established 1898, represents competent work- 

ers in all Sea. — for booklet. 68 
Bridge St., Springfield, Mans. 

omerart advertising a ™m: r great metro- 

Aba . ishes position as 


ch ge store 
eaveltstnn anager. Best of experience and 
references. “CARLOS,” care Printers’ Ink, 


aseet. intelligent youn young man wishes -— -- 
Br te ro RY an Advertising aepener. 
house. “AMBITIOUS,” care of Printe Si & 


erent advertising nt for daily, 25,000 
ation, + Tee eae 

ot business or ? experi- 

ence. Address :ONEWSD WSPAPER” dave re of vm 


yt i best selli ‘Novelties of the 

ty a Booklet 
free. State territory covered. S 
CO., Uncasville, Conn. — 


Gvccass rol advertising space salesman d 
ion rogressive magazin 
cnet publ ication in Ter York or Chicago. eer 
expires Nov. 1. Best i tern POG HG.” care 
references. . 
Printers’ tui 





Hun tington ( (Gove | Heights), Mass. 


Geren tasthote on familiar \ with Frofere aire. 
of experience 
and the force e y and Creative: 








ness, desires position a: as advertising ma: Tr or 
assistant. Not averse to making hfmecit useful 
in other departments of tne hy, 
references, 


reasonable ‘good 
“MODERN.” Printers’ In ‘Knewer 
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ANTED—An ced salesman. 
HAPGOODS, Gieveland, Ohio. ; 


C* Newspaper WANTED to sell the American 
Pana | pa le be rice, 
All ADVERTIS: . Ittelis ‘the 
circulation of all American. ears an 
jaye wy~ > with reliable a ACOUEeCy. tis ——s 
he editorial room of every important bape: 
It is an up-to-date gazetteer of all Ame 
towns ot — = mance to. su me 
newspaper. ress 0. c co., 
Publ biishers, No. 10 Spruce S8t., New York. 
ANTED, CUTS—We wili buy cuts of any de- 
scription ——— for fine society and 
literary weekly. not be new cuts, but 4 
be good plates. sena roofs and prices. We 
also open a offers in the way of syndicate il- il- 


* 6816 Station St. 
Pittsbu 


set REMARQUES. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad  panemere should use the classified col- 
umns of PRINTERS’ INK, the business journal for 
eaversions, pomiiee weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 10 cents per line, six words to the line. PRINT- 
ERs’ InK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication it in the United States. 


A OVERTmENENT T WRITERS, especially be- 

ginners, will have an 7 = re) nore. 
nity to demonstrate their abili ake 
money by writing to us. We wilt tell you how 
to start a business of your own at home which 
will do more to establish your reputation as an 
Atay than years of ordinary experience 


y- 
WELLS & CORBIN, 
Suite 608 PS a Bidg., 


A ith — YoU SATisrteD I If 
with your present position or salary! 
not, write us for plan and booklet. We have 
openings for mance, secretaries, advertisin 
ete. Technical, 
clerical oa qnsoutte’ men of all kinds. High 
grade eae, 
APGOODS (INC.), 
Suite 509-309 Broadway, New York. 
Suite = Penns. wane Bidg. — 
Suite 529, Monadnock Bldg. » Chi 
Suite 1398, Williamson Bldg., Cleveland 


‘NERAL manager ef daily | per. with 9,000 cir- 
G* by my in city of tbo a desires to make 
Jan. 1. Alrea ay offered two years’ con 

ente by present employers at 20 per cent ad- 
vance insalary. Has increased cash revenues 
50 per cent in two years, with jucresee in ex- 
pense of 10 ——_ Property on Fie year 
previews tokes consider prot Meo ge his first 
year. Owners consider property has doubled in 
wares, Ten Fa f xperience all departments 
xcept mechanical. hows foreign advertising 
intimately. Wants into larger field. Would con- 
sider not) ‘ing but high-class offer on first-class 





Proposition, Reference to nt employers. 
Address “ GENERAL MANAGER,” Printers’ Ink. 
+o — 
DISTRIBUTING. 





CROULARS distributed $3 frowmeas. A. 


D. POSEY, Box 43, ow lle, La. 
PHOTO. ENGRA VING. 
SANDARD ELECTRO Gor Wohnincioe Da. 
COIN CARDS. 


PER 1 Less for more; any printi 
r $3 THE GOIN WRAPPER CO. Detroit, Mich. 





MAILING Ms MACHINES. 
HE } DIO MATCHLESS MAILER, lightest and 


est. Price $12. F. J. VALENTINE, 
Mfr. Ta Vermont Bt. oes 5 N. ¥. 


ENGRAV VING. 





DERAVING. ire, halt tone, Ba sd), 
“4 14 and artistic ntin; TH 
KINSLEY STUD ), 220 Broadway, New Got 








Zerg 


BES ors PSra +, 

















DESIGNE! NERS. 

illustrations in colors black 
Drees ite ror all THE KINSLEY 
STUDIO, 220 sptenmmisne' New York. 


—~+>—___— 
"ENG ROSSERS. 


ING and j illuminating of ssemnesto’s 
aia, certificates, etc 
KINSLEY STUDIO, 220 Broadway, New wae 








CARBON PAPER. 


T ha a limited amount of carbon 
W vomper ander SON ribbons for adver- 
tising ” P. O. Box 672, N. Y. 








> 


BOOKLETS, 


E ene, design, engrave ana print for 
One talk, one order covers ail. 
— THEKINSLE Y Y STUDIO, 2 Suenaeey, New York 


——_29r— 
COLLECTIONS. 


apt pasts COLLECTED on percentage basis 

* crootmomt aran . DAY- 

ANDMGHT AD, ADJUSTMENT ASSN., 2644 Chicago 
ave., Chicago, he 


tor 
STOCK CUTS. 


AVEa shoes showing sixty silhouette bo od 
H" cuts, in three sizes, one, two and six inch 
STANDARD, *1 


Glad send 
3 mate New York. 


+> 
LITHOGRAPHY AND TYPOGRAPHY. 


ITHOGRAPHED blanks on which many jobs 
of —— may be worked, producing fine 
results at low cost. Send stamp for samples. 

KING, 105 William St., New York. 


you one. 





CALENDARS. 


OST artistic line of advertisi 
ever — Write for price lis 
BaSs & SUT 


45 ,~ he, St.. New York City. 


calendars 
st. 


N 





—+- > 
CARD CASES. 


ERFECTION card case a good leader for you 

during the holidays our samples of dif- 

ferent sizes mailed for 50c. Send a, list. 
ROSENTHAL BROS., 140 Monroe St., Chicago. 


PRESS CLIPPINGS. 


RESH CLIPPINGS, any subject ; Ic. for every 
line used, you returning unused and send 


r regular. 
a COOK’S iat Om. 
Rockport, Ind. 





PRINTING. 


M° printers continue to feed sheets to the 

press by hand, although machinery does it 
better and more economically. Perhaps you 
think this makes no difference to you. When 
you haveabig order to place, get_ our ompimate 


= ro or your mind. KING & CO., 16 
————+or—__—_—_ 
ELECTROTYPING. 


A*o circulars, set and electrotyped. STAND- 
ARD ELECTRO. CO., Wilmington, Del 


F make the electrot for PRINTERS’ 1NK. 
alll do the ones ypi ng for = of the 


advertisers in t! rite us for 
> ong CRAWFORD & ©. CALDER, 45 
St., New York 
Gee 
HALF-TONES. 


ERFECT copper half-tones, !-col.. $1 ; la 
l0c_ per in. THE YOUNGSTOWN ARC x 
GRAVING CO., Youngstown, town, Ohio. 
EWSPAPER HALF-TONES. 
2x3, 7be.; 3x4, $1 ; 4x5, $1.60. 
Delivered wh w hen o accompanies the order. 


for 
KNOXVI ILLEE ENGRAVING CO,, Knoxville, Tenn. 
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PEN CARBON. 


5 — = EN CARBONS are admittedly 
make clear, clean, indelibie 

on on don't —_, — le } a 

for ‘$120 wi aie uickly thei: - 
3 BL TFIELD y RRBON PAPER wo Ks, 
13 berty se. New York. 


—— +> ——______ 
CIGARS FOR SALE. 


Ww? will sell youa a better c: for 5e. sti 
n most dealers will 

Savcae @ filler, Conn. bog} genuine 
wrapper, Perfecto shape, 4 inches an 

macte, mild and pleasant. For 60c. = wil! mail a 
box of 12 of these Pp to any address 
in the U. 8., and, if they do not make good, return 
them and receive your money. 

HA RD CIGAR S. 

1115 Main St., Hartford, Conn. 


Sams 
DECORA m= ty oo. 





sells 
ne te Seautifully tin 
and how on they are, 
until you get our samples and ions. Last 
year vo mate, amo! many othe > things, over 
ten million Cascaret boxes and five million vas- 
eline boxes and caps. Send for the tin desk re- 
minder called “Do It Now.” ik. ; 80 are 


ct emMERICAN & STOPPER COM COMPANY, 
161 Water Street, - 


Broo w Yo 
The 3 “makers of Tin Boxes A of the 
Trust. 


PUBLISHERS. 

DVERTISING to place. I want rate cards 

and special offers from all publications. 

GKO. W. PETTIT, 
621 Walnut St., 

Cincinnati, O. 
A LIBERAL REWARD for names of publica- 
tions that will pa; 7 or more per annum 
net on the business that th ey bring when _ad- 
vertising Blair’s ‘Soe Fountain Pens 


and Fluid Pencils. Prices, and $1.00, with a 
year’s supply cartrid oO! ink free. Address 
= 'AIN PEN CO., 
Dept. & 163 Broadway, 
lew York. 








> 
ADVERTISING NOVELTIES. 


APEROID Pocket Wallets, 4x7, 1,000 for 

ioe judin ing ad. - ear like leather. - a HN 
N, 5th above Ch hestnut, Phil 

nae for sample and p gt price, new ew Lak | 


Ai. 3 THE WittttaraD & HO HOAG. co, 
Newark, N.J. Branches in ches in all large citi ies. 
A BRIGHT steel nail file, ae, $30 per thousand. 
Turned toothpicks in $20 per thou- 
sand. Samples of each in leather cases, 10c. 
J.C. KENYON, Owego, N. Y 


Crresults. 8 ~~ 4 novelties _ that brin; 


ae 
ork, reasonal PS THE | nak paUrionn 


BADGE & NOVEL’ .N 
~~ SUPPLIES. 





Ww.? . WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more mag: 
ome cut inks than any other ink house in the 
“Special prices to cash buyers. 
NOT HOW CHEAP, BUT HOW GOOD. 


COpnER, ¥3 FENDLER & CO., 





i — a 
CYLINDER PRESTO b Presses, r Cut- 
ters, Gas Engines, Metoon Folders and Si tohers. 
REBuILt BY SPECIALISTS. 


TYPE—American Point Line, Body and Set. 


PRINTERS’ MATERIAL, Small Posts and Sup- 
plies. NEW aND SECOND Hanp. 

PROMPT and Intelligent | Eervies, Consistent 
Terms, Prices and Discoun 


CONNER, FENDLER & a. 
New YorK Ciry. 
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TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York. 





BUSINESS OPPOR OPPORTUNITIES. 


ZTRAORDINARE Y TRADE PUBLICATION 
PPORTUNITY. 
Greatest rece wna ouporeunte. ———r rr 
= extensive, unfilled fleld; week 
ble enhancement gies 000 00 quickly w miinout ake 
ait ional investment. HARRIS, 
253 Broadway. 


GET NEXT TO 
BETTER INCOMES. 
a! y ways to po this—none, > Shouen, as invit- 
the mail-order 
j= A Subseribe to the MAIL ORDER JOURNAL. 
In six years it has put . “aa next to better 
incomes ; sue trial, 1 





GUENTHER, 
Room O, Schiller Bldg., 
Chicago 
BOOKS. 


GOOD ads for a_groce store $1.00 
10 BAIT PUB. CO., ‘Toronto, Can. 


RITERS HELPS AND HINTS, 25c. Circular 
free. KING, Printer, rinter, beverly, Mass. 


AKER & SUCKER, 40-ps 
order schemes, 12c. 
Buffalo, N. Y. 
e6 M* Are PARTNER,” a book 
for merchants and advertisers who 
write p-~ a own ads. LF Fe gh of 7 . 4 
lines, catch phrases, ents, 

By mail, i AG. ROW. AND, Pub Columbus,0. 
ne HOW and Where to Sell Manuscripts.” Just 
ublished. Full of practica 
tions for the fiction writer and general contrib. 
utor. Contains addresses of 1,000 publications 
a buy MSS. Sent postpaid, paper covenm for 


book of mail- 
PURITAN? BOOK Co., 


cents: bound in leatherette, $1. UNITED 
PRESS SYNDICATE, Indianapolis, ind 
——-+o+ — 
PREMIUMS. 
RINER SCALES make we remiums, Com- 
moe line. Send for iogue. TRINER 
SCALE & MFG. CO., 130 8. "clinton St., Chicago. 


| Py - MBALT'S SEW NEW PREMIUM CATALOG, 

contains musical instruments 

of all descri Tae including a special cheap 

r a 5 90,00 ,000 _ c- — 

an itars ui na jo year one firm for 

remiame. Write tL. 8, REMI IUM CLERK, 
yon & Healy, 199 Wabash ‘ve. Chicago. 


R® ABLE goods are trade builders. Thou- 
\ sands of paguenive premiums suitable for 
publishers and others from the foremost makers 
i wholesale dealers in jewelry and —— 
lin 500-page list price Ulustrated catalo; 
published annually issue now ready; 
. F. MYERS CO. ‘on. 48-50-52 Maiden Lane, NY Y. 
C CALIFORNIA PREMIUM, 5 CENTS. 
we offer aw) yeu ‘subscriptions 4 
ESTERN 





its a year net; 
as oo faa es Journal size) AE 
month; printed o: est grade n 


ews, Wi 
heavy colored 3, J. with oe in 
California, and clean, vigorous stories of the 
Be the Gohden Went Ht iss clean. progranaive 
or e sac 

hom for any home, and * will make a 
good clu clu wi ber ith any journal published. THE 

Emprre is a companion paper to the 

Fruit World, and is an Eastern edition of 

that well-known journal of orchard, vineyard 

and home life in the Golden State. The 

yearly subscriptions at 5 cents net, you will be 

pleased with the proposition,and should send for 
samples at once. 

Publishers desiring a fine line of premiums 
can secure through us handsome novelties made 
from 0: a = wood, yucca wood and bark from 
the big redwood trees, in the form of pin cush- 
ions, = rings, © ete. gee we pp half- 
tone at cost, showing 15 
pre hich will be sup) piled. to CT 
at 19 cents each, including THE W NE ae, 
to an ress for one year ond "the 
P nd for a premium shoet and samp’ ° 
copies, but inclose 10 cents if a a pin cush- 


ion, napkin ring or oran, = ihe My 
desi Add dress FROTTWORLD PUBLISH. 
COMPANY, Times Build Building, Los Angel . - 
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ILLUSTRATORS AND ILLUSTRATIONS, 


LLUSTRATING, designing, etc 
* land crests. 


for cov 
book-p! L 
STUDIO, 220 Broadway, New Yor 


THE K KINSL 


esate ahaa 
ADVERTISING AGENTS. 
M AHIN Coupon System gives you satisfactory 


service in classified advertising. Our Clag- 
sified Directory contains extensive lists of papers 


covering various —_ 4 — count 
mail it free, if req ress CLA FIED 
DEPT. MAHIN 


N ADVERTISING. COMPANY. 201 
Monroe S8t., Chicago, Ill. 


——- + 
ADVERTISING MEDIA. 


r line for advertising in THE 

10 GUNIOR, Bethichem, P Pa. ad 

‘E.RIAL inch ad, 6 mos. mos., 50c.; ;20 words, 25c.; 12,000, 
INLAND REVIEW, Akron, Ohio. 


» CENTS for 30 words 5 da days. ENTERPRISE, 
25 Tat 
Brockton, Mass. Circulation, July, 9,060, 


DVERTISER’S GUIDE, New Market, N. J. A, 
Ps tng request will bring sample copy. 


RITE is about “ 8 Business Bringers.” 
THE RELIGIOUS PRESS ASS’N, Phila., Pa, 


ARROLL COUNTY covered completely by 
aa GRANITE STATE NEWS, Wolfeboro, 
;10 cents an inch, 


= person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 


JOULTRY NEWS, 25c. year; ad rate, 70 cents an 
inch display. Circulation, 3,000 monthly. 
WILLIAMS & METL AR, New Brunswi ick, N. J. 


RY GOODS REVIEW, 506 Security Bldg., Chi- 


cago, goes to country merchants. Sworn cir- 
culation $,000; adv. rate, $1. 50 an inch, lic. a line, 


i Mee BADGER, 300 | Montgomery Bldg., Mil- 
bet ye on Wis. a family monthly, circulation 
general, 60. copies, rate 30 cents 
close the a Tam your agency about it. 
oy TALK, Ashland ‘Oregon has a guaran- 
teed circulation of 5.500 500 copies each issue. 
Both other Ashiand pa rs are rated at less than 
1,000 by the American Newspaper Directory. 
NY 50c. per line for each insertion in entire 
lis of 100 country papers, located mostly in 
ork, New Jersey and Pennsylvania. 
UNION PRINTING CO.. 15 Vandewater St., N. Y. 
HE SPR InGVIEW (NEB) ) See tr ta 
aper in Keyapaha County ; read b: 
fe 'G | a 


peo: . 
oe. ee an inch an issue; locals, 5 cents and 

















(GG VARANTEED CIRCULATION ot THE WEL- 
COME sane Chicago, Il)., for Novem- 
ber will exceed 1 copies. Ad rate, 5 cents a 
line of seven hg 60 cents an inch; cash with 


order. Forms close 30th. 
$1 WILL pay for a five-line advertiamment 
boca weeks in 190 Ilinois or Wisco 
weekly wspapers, CHICAGO NEWS PAPER 
UNIO 10! Spruce St., New York. Catalogue on 
application. 100,000 circulation weekly. 


G REAT CLAIMS as to the pulling powers : “ 
J different p a 
can you find one that guarantees result — Te 
QUAINT MAGAZINE does. Legitimate advertisers, 
write for sample OUATY pad prop ition. 


7 Saint Paul St., Boston, Mass. 

100. 000 GUARANTEED streutation, % 
cents a line. That’s what the 

PATHFINDER offers the aavertionr every month. 
Patronized by all leading mail-order firms. If 
is are NI ne and do not know of the 
ATHFINDER, you are missin 


mething good. 
Ask for sample and rates. THE PA PATHFINDS. 
Ww ashington’ D D.C. - 


DVERTISERS—Northfield_is one of Ver- 
mont’s growing towns. Real estate has ad- 
vanced 50 per cent in five years. Best black slate 
qysessve, granite and lumber manufacturing. 
ORTHFIELD NEWS covers a rich section whic 
cannot be successfully reached by advertisers 
in nag yo er mediums. No edition in six years less 
than opees . for further information. 
NEWS. Nort field, Vi 











PRINTERS’ INK. 


PRINTERS. 
OOKLETS by the million. Write for booklet. 
STEWART PRESS, aca. 


YATALOGUES printed large quantities. 
C*w Write STEWART PRESS, Chicago. My 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 


1" Pe are not satisfied where you peel try = 
e do all kinds of book and 

romptly and satis stactorily. i: ON 

CO.. 5 Vandewater St., New York. 





rintin; 
RINTIN 


FOR SALE, 


INOTYPE | for sale. First-class condition. 
Address “B. M. M.,” care of Printers’ Ink. 


Anesle— Sen and eight-page Scott perfect- 
with full ——— stereo outtit. 
Adares 88 © TRIBUNE, Oakland, Ca’ 


EFORE purchasing cylinder BB noe ig 

presses, paper cutters. ithe me rial, kin cP 

ly send for in list. ARD PRESTON, 
167L Oliver St., Boston. 

POTTER TWO-REV.; by - rint 4 
42X6 pages of a7 or 8 col. 4, class 
press for book, job or newspaper =, "RICH. 
RKD PRESLON, 167L Oliver St. Boston. 


OE DOUBLE CYLINDER, —— or without 
folders attached; — rint & pages of et 
col. &page; speed, 3,000 ho — 
trade in part — RICHARD P stom, 
167L Oliver St., 


OR SALE—One Simplex typesetting machine, 
good order. Set all type for eight- - 
r before chan e to pes com position. 
rein Goes for $650 spot cash. Add 
AM RICAN, Vicksburg, Mis Miss. 
ii HERE’S A CHANCE 
TO BUY A NEWSPAPER OUTFIT CHEAP. 
We have for sale one Potter perfecting — 
ng press, which will print four or eight pages 
also full stereotyping outfit and type. 
f you are looking for an outfit, correspond 


with us. 
GERMAN-AMERICAN BANK, 
St. Joseph, Mo. 





——-_—— +o 
ADVERTISEMENT CONSTRUCTORS. 


GQ PECIAL cuts and gpoctal in for eve 
retail business. Very low rates for 52. AR 
LEAGUE, New York. 


RACTICAL, common-sense, business-brin, neing 
advertisements written. ESTE BLE 
THIN 3, 22 Munn Ave., E. Orange, N. J. 


ENJAMIN SHERBOW, a6 Euclid Avene, 
Philadelphia. The making of the better 
sort of Business Literature exclusively. 


RIGINAL, catchy ads are productive of busi 

ness. —" the kind I write, and at rea- 

set: Pees DALTON E. LEDNUM, 2349 N. 
30th St hiladelphia. 


A DAINTY BOOKLET may win business for 
you when other “arguments” fail. 
Write me for pveuete 

F. H. LOVEJOY, Roslyn, Pa. 


v6 JACK THE JINGLER’S” best of fads 
Is Mabey rhyming business ads, 
Of pith and point, for every use. 
His New York address is 10 Spruce. 


[ WRITE ads for busy men, big and little ads. 
Have satisfied my Clients—can satisf: you. 

WILLARD K. CLEME 

Evanston, Til. 


a. a let me send you some samples and so 
h. What I have done for others eaniens 

ow what I could do for you. Give me some- 

ng to fi ++ - cans SCARBORO, S570 Halsey 
rooklyn, N. 


\ Ds, small or lacey SIT old ideas, new ways; new 


ideas, much said in = pepace—a) profit- 
ably presen iilboards, n: 
what's x L.--3,, 


Write W. LRE FERRIS. 
Kemble Bidg., New York, 


[RADE winning booklets, catalogues, maili 
cards, Pea erinten” form Ly ty ete., wri 
‘Ste am We Heys a ; = Write for free book 
ow We Help Advertisers.” SNYDER, JOHN- 
N & HINDMAN, 9% Tribune Bldg., Chicago. 
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ENRY FERRIS, his mark, 
918-920 Drexel Building, Philadelphia. 
Adwriter, Systems devised and i introduced 


if WRITE ads that sell the goods—so patrons 
=. That’s the kind you want, the only kind 

to buy. nd partic ulars. E. L. 
i. “ID, Attica, Ind. 


OO busy to give P= ofvgetinenente pooner 
attention, aren’t you! I can hei ~ Fn. I 
will take entire charge of your advert singe 
lieve = of all the detail work—fora very low 
ly salary. Let me hear from you. Dis. 
tance is nes remnee k. 
CHARLES L. WOOD, Malvern, Pa. 


pres ARGUE—JUST GO AHEAD! 
You’re not too busy to read this, but if I 
called you would probably have been “too busy” 
toseeme. Are you too busy tothink? If not, 
~ ae of this: I can get "apne out a monthly pa- 
your own and all original matter, all 
Ras in it your ads, —— cost $150 oe ae. 

crease 








that will in r sales 2% to cent. 
Send for specimen copies of similar a rel al am 
nations 


issuing, and for the particulars and exp! 
in detail, which are might convincing to all ex- 
cept the man who is cocksure that no kind of 
advertising can $32 his business. 
°H SULLIVAN, 
5 Mth St., New York. 


RALPH SULLIVAN 
He writes ads that knock the dollars out of 
people’s fingers. 

RALPH SULLIV 

His ads are not old friends Me new clothes. 
RALPH SULLIVA 

He sits up nigh Sus for awhile and lets you sleep. 

H SULLIV 


He has often achieved 7 co results after 
other ad men have failed to budge things. 
RALPH SULLIVAN 
e says something elsewhere in this column 
that Milton * - thought of saying 
ALPH SULLIVA 
His address iE 25 KF. 14th St., New York. 
And he doesn’t care who knows it! 


Ww WHICH ARE YOU—DRIVEN OR LED? 
Many regara their advertising as a mere 
expense account item, often, indeed, as a 
needless outlay forced upon them by trouble- 
some, won’t - be - “ beck -number” competitors. 
The ambition of such reluctant advertisers is 
limited to keeping that enforced outlay pruned 
down to the lowest possible notch, asualty about 
one notch below a paying possibility. OrHeRs 
“go at it” with the deliberate inient to make it 
hee a good profit, knowing that interested at- 
ntion to what they sell is ae well 
worth its cost. Of course “Many” “have no 
use” for me, but it constantly cnesss me to dis 
on 8 nl “thereare OTHERS,” for whom 1 make 
Booklets, Price Lists, Circulars, 
Folders, | ‘Mastin Slips and Cards, "Newspaper, 
ata Teladly. *, 


de Journal Advts., etc.. etc., 

to those whose in quiries sug- 

SS busine Sam pees that illustrate That those 
get RST se orm 


AU 
No. xx-3. 402 Geist St., ” Philadelphia. 


AIL-ORDER ADVERTISING—Among the 
angen concerns for which Fugene Katz, of 
Chicago, bas done, and is doing, successful ad- 
vertising writing may be mentioned Lord & 
Thom as. H. Fuller, Nelson Chesman, E. H. 
Clarke, o Kastor & Sons, ©. K. Aracté, Kalamazoo 
Business Taotivate, Dre. Mixer & Mixer ny 4 


ye Paris; the Von Mohl Co., Philo Bu 
Mfg. ., Champion Supply Co., W. D. Pr a 
AY Drum, Turnock “Medica ‘., DY. 


Stevens & Co., John é Smith. Copi 


paee, a Oil_Developin, ., H. E, Buck- 
len a Plantation = the Tropics 
Improvemen BOO. Renneby & Co., Fiscal Agents; 
Mackinaw Milling Mines Co., nts 


Specie oot Premium aN Co.. 8. A. <a 


ao iu this rountey 
r. Kaiz is not merely an “adwriter” — 
he ake and writes schemes in their entirety, 
and evolves new schemes ay line you may 


= = omer. if by above ~ . avenge ‘ou 

r. atz can do your wo! vy. 
address bim, EUGENE KATZ, 604 E Boyes Build: 
ing, Chicago. 
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NOTES. 


“Every copy of the Youth’s Compan- 
fon is sold before it is printed” is the 
catchline on a mailing card from that 
publication. 


Specimens of “Constitution” cover 
papers are effectively incorporated _ into 
a large brochure by the makers, Henry 


Lindenmeyr & Sons, New York. 


Register’s Good Things is an attrac- 
tive four-page store monthly published 
in the interests of the Deport Dry 
Goods Co., Deport, Texas. It contains 
live store news. 


““NATIONAL Notes” is a rather cheaply 
ined booklet of information about the 
Vational i 
Sioux City, Iowa, but containing facts 
tersely presented. 


A GENERAL booklet from the Western 


Saving Fund Society, henge yo ex- | 
i gives a 


me its various functions an 
rief history of the institution, which 
was founded in 1847 and is purely mu- 
tual, having no capital stock. 


Burns’ Quarterly is a comprehensive 
thirty-two page store periodical, issued 
at the beginning of each season in the 
rocery year by the T. E. Burns Co., 
noxville, Tenn. Sent to those “inter- 
ested in living well,”’ it circulates to 
the extent of 3,000 copies and appears 
to be such a publication as would be 
preserved and be instrumental in bring- 
ing trade to a retail store during three 
months. The editor is J. R. Williams, 
advertising writer, Knoxville. 











Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 
Seemneentihnnmeninieieemeditomes ae 

Ripans Tabules are the pest 
A arg medicine ever 
made. A hundred millions of 
them have been sold in the 
United States in a single year. 
Constipation, heartburn, sick 
headache,dizziness,bad breath, 








CoN 








Business Training School, | 
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CANADA. 


Craeur ADVERTISING is best done by THE 


G 
DESBAK ATS ADVERTISING AG’Y, Montreal, 








INFORMATION FURNISHED 


National Advertisers and all persons in- 
terested in outdoor display can secure de- 
tailed information about the members of 
Associated Biilposters and Distributors, 
their rates, facilities, etc., through 


CHAS. BERNARD, Secty., 
Tribune Bidg., Chicago, Ill. 














TO THE 


Manitoba Free Press 


published morning and evening at Win- 


nipeg, the American Newspaper Direct- 
ps tor 1903 gives a higher circulation 

ing than is accorded to all the other 
daily newspapers published in the Can- 
adian Northwest combined. 








Of the 13 papers published in Arizona 


The Arizona Republican, 


issued at Phoenix, is the only one that es- 
tablishes a claim to a circulation rating in 
Rowell’s Newspaper Directory so hich as 
1,500 copies. It is probable that no more than 
3 out of the 13 print so many as 500 copies 

the first four months 
EPUBLICAN has issued 
more than 6,000 copies each and every day. 

















IN EL PASO, TEXAS. 


IN the latest issue of the Ameri- 
can Newspaper Directory the cir- 
culations of the two daily papers 
of El Paso, Texas, are rated. No 
one doubts tne accuracy of the 
Herald rating, but it has recently 











sore it and ev ill 
from. a disorderea| been. made apparent that the 
stomach are relieved or cured ‘ab- . ° P 
ules. One will merally ve relief within twen- Times rating is fraudulent.— 
minutes. e five cent pac! é 18 eno’ 
ordinary ons. All druggists sell ther, °F | PRINTERS’ INK, July 22, 1903. 
Normal Instructor 













andWorld’s Events 


Control the trade of 


200,000 
Of the Best Mail-Order 
Buyers in the World. 


Your advertisement in these 
publications will bring you your 
share of this trade. Specimen 
copies and advertising rates sent 
on request. 

F. A. OWEN PUBLISHING CO., 
DANSVILLE, N.Y. 
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The Eyening Journal 


JERSEY CITY, N.J. 


GROWTH in 1903 


SIZE FROM 10 to 14 pages. 
ADVERTISING of 24 per cent. 


CIRCULATION from 17,532 to 
18,407. 
THE ESTIIMATION of its read- 


| 


60 Carriers 


The Joliet Daily News 
employs sixty regular carriers 
—you cannot buy a copy on the 
street. They deliver 5,819 
papers to that many homes 
each evening. The mail car- 
riers on the rural routes and 
other mail take 940 more, 
making a daily delivery to 





ers that it has grown in every 
quality that makes a paper 
valuable, 


CONFIDENCE OF ADVER- 
TISERS that it pays. 


THE ONLY TWO (2) CENT PAPER 
IN CITY OR COUNTY. 
A HOME and nota 
STREET Circulation, 


6,759 Homes 


Shrewd advertisers say this 
purely home circulation of the 
Jo.tieT NEws is worth more 
than an ordinary 10,000 cir- 
culation. 


H. E. BALDWIN, Adv. Mgr. News, 
Joliet, linois. 
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THE INCREASE 


IN ADVERTISING SPACE IN 


The St. Paul Globe 








During the past six months, over the same period of last 
year, is as follows: 
March, - - - 
April, - - - - - 
May, - - - - 
June, 
July, 
August, - - - - 


inches 
inches 
inches 


2.771 
6715 
F219 
3-787 
3,487 
2352 
Total increase for Six Months, 22,330 inches 


that ADVERTISERS GET RESULTS when 


inches 
inches 


This demonstrates 
they use the GLOBE. 
Address 


THE GLOBE CO., ST. PAUL, MINN. 


M. F. KAIN, Business Manager 








FOREIGN REPRESENTATIVES 
Cuas. H. Eppy 

to Spruce St., New York City 
Tel. 2971 John 


W. B. Lerrincwect & Sons 
405 Schiller Bldg., Chicago, Ill. 
Tel. Central 3808 
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Largest Circulations. 








AN EXAMINATION 


OF ROWELL’S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 193 
REVEALS THE FACTS STATED BELOW. 


Notre.—Under this heading PRINTERS’ INK will 


advertise a three-line par ph relating to the 
appropriate paper, giving it one insertion for 60 
cents—stamps in yment to accompany the 
order—or will continue it once a week for three 
months (thirteen weeks) for $7.80, from whicn 5 
per cent may be deducted for cash with order. 


CALIFORNIA. 
The Daily Examiner has a higher circulation 
rating than is accorded to any other paper in 
San Francisco or in the State of California. 


The Weekly Examiner has a higher circulation 
rating than is accorded to any other weekly in 
San Francisco or in the State of California. 


CONNECTICUT. 
The Evening Post has a higher circulation 


rating than is accorded to any other paper in 
Bridgeport. 


INDIANA. 
The Bulletin has a higher circulation rating 
than is accorded to any other paper in Anderson. 
The Commercial has a higher circulation rat 
ing than is accorded to any other weekly in 
Vincennes. 


MASSACHUSETTS. 
The Daily Transcript has a higher circulation 
rating than is accorded to any other paper in 
North Adams. 


NEW JERSEY. 
The Advertiser’s Guide, Newmarket, is one of 
the only seven advertising publications that has 
credit for 5,000 copies. Sample free. 


NEW YORK. 

The Evening Herald has a higher circulation 
rating than is accorded to any other paper in 
Binghamton. la asco 

The Sunday Courier has a higher circulation 
rating than is accorded to any other Sunday 
paper in Buffalo. 

The Evening Star has a higher circulation rat- 
ing than is accorded to any other daily in 
Eimira, 

The Daily News has a higher circulation rating 
than is accorded to any other paper in Ithaca. 


The News has a circulation rating four times 
higher than is accorded to any other paper in 
Newburgh. 

The Schenectady Gazette has a higher cir- 
culation rating than is accorded to any other 
paper in Schenectady. 


NORTH CAROLINA. 

The Daily Observer has a higher circulation 
rating than is accorded to any other eee n 
Charlotte or daily in the State of North Carolina. 

OHIO. 

The Herald has a higher circulation rating 
than is accorded to any other paper in Eaton. 

The Daily Vindicator has a higher circulation 
rating thanis accorded to any other paper in 
Youngstown. 





PENNSYLVANIA. 


The Leader has a higher circulation rating 
than is accorded to any other paperin Allentown. 





PRINTERS’ INK, 


The Local News hasa higher circulation rati 
{een Re accorded toany other paper in Wea 
ester. 


TENNESSEE. 
The Commercial-A, has a higher circu- 


ppec 
lation rating than is accorded to any other daily 
in Memphis or in the State of Tennessee. 


The Weekly Commercial-Appeal has a higher 
circulation rating than is accorded to any other 
paper in Memphis or in the State of Tennessee. 

TEXAS. 
In the latest issue of the American Newspaper 
Directory the circulations of the two daily pa- 

rs of kl Paso, Texas, are rated. No one doubts 
the accuracy of the Herald rating. but it has re- 
cently been made apparent that the Times rating 
is fraudulent.—PRINTERS’ INK, July 22, 1903. 


The Tribune has a higher circulation rating 
than is accorded toany other paper in Galveston. 


The Weekly Sentinel has a higher circulation 
rating than is accorded to any other paper in 
Nacogdoches. 





WASHINGTON. 

The Sunday Ledger ad the Weekly Ledger have 
higher circulation ratings than are accorded to 
any other papers in Tacoma. 

WES? VIRGINIA. 

The Mail has a higher circulation rating than 

is accorded to any other daily in Charleston. 


MANITOBA. 

In Manitoba and the Canadian Northwest the 
Manitoba Free Press and the Free Press Evening 
News Bulletin has a higher circulation rating 
than is accorded to all the other daily papers 
combined, and the Weekly Free Press has a 
‘or circulation than is accorded to any other 
weekly. 


ONTARIO. 


The Daily Free Press has a higher circulation 
zane than is accorded to uny other paper in 
ndon. 


QUEBEC. 
The ae ie and Weekly Star has a 


higher circulation rating than is accorded to 
any other paper in Montreal. 


— tee — 

NOTES 
Two chaste letter fillers from the 
Merchants’ Loan and Trust Co., Chi- 


cago, talk safety vaults and letters of 
credit. 


A pitHy booklet from the publishers 
of System, Chicago, outlines that vital 
little business monthly’s purpose and 
contents. 


“Better Late Than Never” is a pun- 
gent follow-up folder that talks good 
printing for Louis Fink & Son, printers, 
14 South Fifth street, Philadelphia. 


“You May Have Both” is a booklet 
for dealers from the Peninsular Stove 
Co., Detroit, Mich. It sets forth point- 
edly the two advantages of Peninsular 
Ranges—fuel economy and baking ca- 
pacity. 


From the Prudential Trust Company, 
Cleveland, Ohio, comes a booklet de- 
voted solely to safety deposit features, 
showing the locks, vaults, rooms and so 
forth, and giving rates for various kinds 
of service. It is an excellent piece of 
bank literature. 


THE fall term of Boyle’s Business 
College, Omaha, Neb., is announced in 
a folder cleverly designed as a repre- 
sentation of the institution’s doors. It 
is accompanied by a large catalogue out- 
lining courses and giving portraits and 
stories of graduates, 
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THEY LOOK FOR 


The MERCURY 


EVERY MORNING 














The condition of affairs in the Santa Clara Valley, California, 
65,000 population. The San Jose Mercury, with a sworn 
circulation of 7,200 daily and 10,000 on Sunday, is the 
paper covering this well-known field every morning. It covers 
just the kind of territory that never fails to be profitable to 
the advertiser, as is evidenced by the fact that during the 
month of May it carried an average of 13,440 lines of adver- 
tising per day. 








BS 








EASTERN AGENTS 
LACOSTE & MAXWELL, 140 Nassau St., N. Y. 


HOME OFFICE 


20 West Santa Clara Street, San Jose, Cal. 
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BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


The good old American game 
of checkers must have exerted a 


very strong influence upon the 
mind and methods of the average 
business man. 

The temptation to play checkers 





“GOOD CHEER”. STOVES 














with an advertisement seems to bz 
a strong one, and if you watch for 
them you will notice a large num- 
ber of ads in which copy and il- 
lustration are cut up into nice 
little chunks and moved about here 
and there until they suit the eye 
of the checker player. 

The “Good Cheer” Stove ad- 
vertisement, reproduced here, is 
hardly one of the checkerboard 
ads, but the man who made it 
couldn’t resist the temptation of 
having just one move, and so he 
gave the picture a gentle shove 
out into the middle of the ad—the 
place where it obviously doesn’t 
belong. 

It is almost always a bad plan 
to cut up an advertisement. If 
our “Good Cheer” friend had 
placed his picture at the extreme 
left, as in No. 2, he would have 
had plenty of room for his little 
verse, and underneath that the 
sober prose which nv appears at 
the left of the picture. 

This is not to be considered as 
an entirely adverse criticism of 
this advertisement. It is a good 
ad in many ways. The idea is a 
good one, and the verse is much 
better than the ordinary advertis- 
ing rhyme. It is a good adver- 
tisement from several points of 


PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 


INK WILL RECEIVE. 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 





33 UNION SQUARE, N.Y. 


FREE OF CHARGES 


view, but it is subject to improve- 
ment, nevertheless. 

One of the chief causes of the 
pre-eminence of American adver- 
tising is that American people are 
never Satisfied with even a good 


“GOOD CHEER STOVES 





thing, but are constantly and earn- 
estly endeavoring to make good 


things better and evolve new 
things to take the place of those 
which are becoming stale. 


ns 
--+> 





Atways do the best you can and 
always strive to make that best a 
little better than anyone else’s best. 


> 





“THE only paper that covers its 
territory” is a claim frequently 
made by publishers. While there 
are many communities in which a 
single paper is more influential 
than all its contemporaries, this is 
no indication that such a paper 
covers the whole community. In 
the very nature of things, no single 
journal can please all classes, and 
the most insignificant competitor 
doubtless reaches some readers 
who ignore the dominating organ. 
The advertiser who relies on a 
single medium to cover a given 
city or town or county would bet- 
ter assure himself that it has no 
serious competition. The commu- 
nities in the United States that can 
be covered with a single daily or 
weekly could probably be enu- 
merated on the fingers, and in 
these exceptional communities 
there is an excellent openitig for 
an active competing newspaper. 





PRINTERS’ INK. 











“A Bit of Misgiving’ 

















Office of THE New: 

NAPER, NEB., Get. Sth, 1903. 
Printers Ink Jonson, New York, N. Y. 

Dear SiR: 

We enclose herewith our check to cover order 
for job inks, with the added information that all the 
inks are to be _—s up in tubes, for which we have re- 
mitted the ext 

The last, ona i ao the first, shipment that we 
had from you, we are glad to on more than met with 
all our expectations. We are free to confess that it 
was with a bit of misgiving that we sent you our first 
order, for we had been in .- habit of paying so much 
more for the same goods that it seemed to us the 
genome you were quoti must poets be for something 


hat was too cheap to good. e are glad to take 
this wee portunity to ted that the \y tT inks are all 
that they claim to be. 


Very truly yours, 
Messrs. HenseEL & Brown, Publishers. 





In my last ad I told the story of a man 
who formerly paid $5.00 a lb. for Rose Lake, 
and when I offered mine at $1.00 a lb. he con- 
sidered it too cheap to be good, but figured it 
was worth a chance to try it. In seven years he 
has not used an ounce of ink other than mine, 
and I expect to be able to say the same of 
Messrs. Hensel & Brown seven years hence. All 
I ask is a trial order, and the purchaser is the 
sole judge. If the goods are not found as rep- 
resented, no arguments are put forth to uphold 
them. The money is refunded along with the 
cost of transportation. 

Send for my new book, giving useful hints 
for relieving troubles in the pressroom. 

















Address_PRINTERS INK JONSON, 
17 Spruce Street, New York. 


























PRINTERS’ INK. 


Mere than $12,000 
Business from Less 
Than Fifty Dollars 
Invested in the 
Classified Columns 
of PRINTERS’ INK. 


“One day I thought of PrRiInTERs’ INk, 
which I had read several years. Seemed as 
though it ought to reach enough proprietary 
people to make advertising worth while, so I 
asked advertising men of the drug journals what 
they thought of it. They had already secured 
our business, so perhaps they were honest in 
their replies. ‘You might as well throw 10,0co 
dodgers in Broadway,’ said they; ‘you stand as 
good a chance of having one picked up by a 
proprietary manufacturer.’ But we put a small 
ad in the classified columns of PRINTERS’ INK, 
and it brought replies. We followed with small 
display ads. To date our expenditure in your 
paper has been less than $50, and it has brought 
us more than $12,000 worth of business. Last 
month we got an order for $3,730 from the 
largest mail order house in Chicago. Our sales- 
man had passed this firm’s office a dozen times, 
never suspecting that they used tin boxes. The 
first sentence in their letter of inquiry was, ‘We 
saw your ad in Printers’ INK.’ To another 
PRINTERS’ INK customer we recently shipped 
1,494,695 boxes. ‘Though all the trade papers 
we have used have brought us good results, 
none compares with PRINTERS’ INK.” —.Statement 
by Mr. Reiss, Advertising Manager American 
Stopper Co., 161 Water St., Brooklyn, N. Y., in 
PRINTERS’ INK of October 14, 190}. 





Classified advertisements in Printers’ INK cost ten cents a line—count six words to a line. Con- 
ase ad be terminated any time. Address Business Manager PRINTERS’ INK, 10 Spruce St. 
lew Yor 





